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Replies at 2:Each 


Mr. Advertiser— 


Can you afford to pay 2 cents apiece for replies? If so, 
read this clear to the end and then think it over. THE 
WOMAN'S NATIONAL DAILY—the only NATION- 
AL Daily and the only Mail Order Daily in the United 
States—is published by the Lewis Publishing Co. of St. 
Louis, who also publish THE WoMAN’s MAGAZINE, THE 
WomaAn’s FARM JOURNAL, and the JOURNAL OF AGRI- 
CULTURE. THE WOMAN’s NATIONAL DAILY is our new 
paper, but being new is all the more reason why it WiLL 
pay advertisers. 

As a special trial offer we agree to run your Ad in 6 
issues of THE WoMAN's NaTIONAL DaAILy for $1.50 per 
line (agate measurement). For the 6 issues we GUAR- 
ANTEE you 


“Over” a Million Copies— 
Full Count 


This figures the charge to you 2 cents per INCH per 
1000 copies, and if each ONE THOUSAND COPIES 
(about 5000 readers) containing your Ad brings you only 
one reply, you are buying replies at 2 cents each. If you 
do not average one reply out of 5000 readers, there is 
something the matter with your copy or your proposition. 

Sample copy, rate card and full particulars on request. 





Please Address A. P. COAKLEY, Advertising Manager 


The Woman’s National Daily 
ST. LOUIS, MO. 


CHICAGO NEW YORK 
ist. National Bank Bidg. Flat Iron Building 




















The Lewis Pub, Co. of St. Louis, ‘publish and circtiate “ over” eight million papers per month— 
ore papers than is “cireylated” by any other one publishing concern in the world, 
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PUBLISHED IN LONDON 


First | By an American Familiar 
Number! with American Goods and 
with the British Market 

















Packed with facts indicating the scope of your oppor 
tunity and character of your competition in the Britis 
market. Gives acareful analysis of national wealth and 
income. Correctly indicates the buying capacity and pre. 
ferences of the public. 


DERRICR’S 


not only shows if there is an opportunity for American 
Proprietary Goods which have not already been placed on 
the British Market, but also shows whether increased trade 
may be secured for goods already introduced. 


BEING A CAREFUL DIGEST OF PRESENT 
BRITISH MARKET CONDITIONS IN THE 
INTEREST OF MANUFACTURERS SEEKING 
TRADE EXTENSION FOR PROPRIETARY 
GOODS SOLD UNDER ADVERTISED NAME 
OR REGISTERED TRADE MARK 


DERRICK’s BRITISH REPORT is issued in the form of a Monthly Mage 
zine, and during the coming year will carefully cover the entire subject o 
Proprietary Goods in Great Britain. Every number of DERRICK’s BRITISH 
REPORT should be in the library of every American Manufacturer who is 
looking into the future. 


Begin Your Subscription with No. |! 


Invaluable, Comprehensive, Reliable, and of absorbing interest to anyone 
seeking extension of trade beyond the seas. Price, post paid, $1 per copy. 
Vol. 1.,12 Nos., $10. Make all remittances by Intemational Postal or Ex. 
press Order, or by Exchange on London, to 


PAUL E. DERRICK, PUBLISHER 
34 NORFOLK STREET, STRAND, LONDON; ENGLAND 
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Vo. VLIII. 


THE FAC-SIMILE LETTER. 


A FAVORITE FORM OF MAIL LITERA- 

TURE WITH PUBLISHERS—LET-. 
TERS FROM ADVERTISERS COM- 
MENDING A MEDIUM ARE AL. 
WAYS SENT OUT THIS WAY, 
USUALLY WITH NO COMMENT— 
WAYS TO MAKE LIVE ADVERTIS. 
ING OUT OF SUCH MATERIAL, 


When a newspaper or maga- 
vine publisher receives a letter 
fom one of his advertisers, 
bringing the astonishing news that 
the advertiser got his money back 
with a profit out of the space he 
used, some strange impulse—a 
curious faculty that all publishers 
everywhere have, evidently—im- 


per it was originally written on. 
Then he sends it out to other ad- 


such letters, and 
ends out a regular letter book. 
Or he may go so far as to write 
lot of advertisers, asking how 
his publication is paying them, 
and send out those replies that 
are favorable, and put the rest— 
but nobody knows what he does 
ith the others, 
A western incubator advertiser 
ells a humorous story of a fel- 
ow incubator manufacturer who 
sent a complimentary letter to 
orty publishers. This _ testi- 
monial was evidently of a gen- 
ral nature, for the whole forty 
pot about the same letter. 
mediately they all reproduced it 
0 a man, and for a month the 


No.6 


turer got a fine lot of publicity 
out of it. 

The feeling that impels every 
publisher to mail a compliment 
around is probably of the same 
nature as the news instinct that 
makes him a publisher. He be- 
lieves that it is live news. Very 
often by running over a sheaf of 
such letters a shrewd advertiser 
can read between the lines and 
glean information about methods, 
Occasionally an advertiser, in 
writing his testimonial, gives his 
schedule of space or a compara- 
tive list of other mediums. This 
kind of information, however, is 
so exceptional as to be hardly 
worth going through a bunch of 
such literature to gather. There 
is nothing, either, particularly fas- 
cinating about reading  corre- 
spondence in _ fac-simile. A 
bunch of miniature letters is 
heavy to mail, and there are so 
many of them "fying about all the 
time that probably everyone is a 
little tired of them. Fifty letters 


‘sent to a big national magazine 


might be of interest. But when 
the Bungville Bazoo endeavors to 
attract general business by mail- 
ing fac-similes of letters from 
local merchants, the interest 
rather flags, and the advertise- 
ment fails through indirection. 
The fact that Sol Cohen, of the 
Big Star Clothing Store, and 
Charles B. Jenison, real estate, 
insurance and loans, have found 
the Bazoo the best medium in 
Bungville, and hope to favor it 
with a continued business, isn’t 
very interesting to the National 
Biscuit Company. Yet quite a 
few such pieces of evidence are 
sent out. 

The fac-simile letter is over- 
done as an advertisement for an 
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advertising medium. The pub- 
lisher should take steps to weak- 
en his own belief in the interest 
and convincing power of this de- 
vice. He should at least try to 
get over the habit of sending it 
out in the form of a collection, 
a dozen fac-simile letters put to- 
gether like Exhibit E479 in a 
trust suit, without any other ex- 
planation. This belief that the 
letter tells its own story is to-day 
as widespread as it is childish, 

Have testimonials no value, 
then, for a publication? 

Yes—great value when proper- 
ly used. But in the form of fac- 
similes they are crude and un- 
digested. 

‘They have value when they are 
used as a western publisher used 
them not long ago. He sent an 
inquiry to every advertiser who 

had been in his paper the past 
year, asking about results, and 
then he printed summaries. These 
letters were not photographed, 
but grouped geographically— 
there were hundreds of them— 
and printed in straightaway non- 
pareil. The novel feature of the 
whole exhibit, however, was this: 

This publisher printed not only 
favorable letters, but also the un- 


favorable ones. 

What? — 

Yes. He did it. He never 
flinched. You read a communi- 
cation from White, Brown & 
Gray, Indianapolis, saying that 


his paper had pulled twice as 
much business for them as any 
other medium on their list. And 
then followed the screed of Bill 
Hoover, Hicksville, Ind., saying 
that so far he had never been 
able to trace a durned cent’s 
worth of business to his adver- 
tisements, and stating that he had 
stopped. 

Did it bankrupt this publisher 
when such a lot of damning evi- 
dence was thrown on the world. 
Not a bit of it~at least, he seems 
to be in business yet. For when 
all these untavorable letters were 
counted and compared with the 
favorable ones, there were only 


ten per cent of them, or five, or 
something as insignificant as that. 
By showing them up with the 
favorable ones he made the latter 
stronger, and at the same time 





told the worst that could possibly 
be said about his paper. Do you 
suppose if any rival solicitor goes 
into an advertiser’s office for a 
contract, and the advertiser says 
he is using this particular jour- 
nal, and the rival solicitor begins 
to shake his head, and lower his 
voice, and whisper’ dreadful 
things he hears on the outside 
about that paper, and to protest 
that, far be it from him to say 
anything unpleasant about a com- 
petitor, but—do you suppose that 
any rival solicitor can work off 
that old device on this particular 
publication, after such an exhibi- 
tion of strength along with weak- 
ness? You know he can’t. And 
you know that such a stroke was 
a stroke of the deepest, broadest 
sort of policy. 

This is one way to use testi- 
monial letters. ‘here are others. 
When an advertiser receives data 
about a publication he wants 
something interesting and sugges_ 
tive. No flesh-and-blood solicitor 
would trust him with a bunch of 
letters to read while there was 
any possibility of talking to him. 
The publisher ought to talk to 
him too—not give him a lot of 
stale correspondence to thumb 
over. His talk may be based on 
testimonial letters as well as any- 
thing else. But he ought to take 
the initiative in getting them— 
not sit in the office and reproduce 
those that just happen along. He 
ought to start out with some 
definite point of strength about 
his publication that he wants to 
prove in opinions and _ statistics, 
and get live: material from the 
men who are -using his columns, 
and then tabulate that material 
in a way so that it will be at 
least as interesting as though he 
meant to print it as an editorial. 

The publisher of a farm paper, 
for instance, finds that there is 
a tendency the past two or three 
years among certain of his adver- 
tisers,to use large space. If he 
can encourage this tendency it 
will be good for dividends. Or, 
he may have noticed that a very 
high percentage of his advertis- 
ers who use small space have the 
agreeable habit of staying in 
month after month, and that only 
ten per cent drop out. A group 
(Continued on page 6). 
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Suppose. 





@ Suppose you are engaged in a line 
which neither you nor your competitors 
are advertising—and you are doing 
“pretty well.’ 


@ Suppose one of your competitors 
suddenly gets an idea, and in accord- 
ance with that idea spreads across the 
land the knowledge of his goods, his 
trade-mark, and the impression that 
his stuff is the best—the most worth 
advertising. And if, as generally hap- 
pens, the public notice the man who 
notices them, and give his goods the 
preference, where will you be? Even 
if you begin advertising then, how long 
will it take you to catch up? 


@ Suppose you begin advertising first. 


@ THE SATURDAY EVENING POST 
and THE LADIES’ HOME JOURNAL 
have in their respective fields the 
largest circulations in America. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 
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of letters to either division of 
these advertisers, asking them 
why they use space, and how they 
use it, and what other papers 
they use, and how results are 
keyed, and what their cost per 
reply is, etc., will bring back a 
mass of information that any 
good editor can turn into live 
stuff. If the ten per cent of small 
advertisers are followed up this 
way and the real reason found 
for their abandonment, that rea- 
son would usually stand printing. 
For, unless it is an unusually 
weak medium, no publisher need 
be afraid to reveal why certain 
advertisers quit. He ought to 
hasten to do so as a stroke of 

policy. One of the prominent 
seatiatical sharps of the advertis- 
ing world once made a tabulation 
of general magazines to prove 
that large space was necessary to 
success. He proved it—to his 
own satisfaction. He made a 
graveyard enumeration of all ad- 
vertisers who used less than two 
inches, and found that three- 
fourths of them “died” after a 
few insertions. So, it followed— 
Oh, it was quite clear in his mind 
—that the cause of death was too 
little space. But a closer exami- 
nation of these cases would have 
showed that some died for lack 
of capital, and hundreds were 
only putterers and experimenters 
at best—never on their way to 
be classed as advertisers at all. 
If the publisher would tackle 
roblems like this—new, interest- 
ing, valuable to advertisers as in- 
formation—and send out sum- 
maries, not fac-similes, he would 
find that the testimonial letter 
method of advertising had unlim- 
ited possibilities. As it stands 
to-day it is a bore. 








Price-Lists and catalogues are issued 
by the French business man, says an 
English writer, but you can obtain 
them only with difficulty unless you 
happen to be a Frenchman or known to 
the merchant. Endless questions as a 
tule are asked before entrusting a 
prix-courant to a stranger. At first 
sight it is — very often inferior to 
those to be had in other countries, the 
prices are ‘exorbitant, the discount 
small, the commission seldom en- 
couraging; result: next to no _ trade 
possible. The commerce of France 
suffers in consequence of this reluct- 
ance far more than business people in 
France are aware. 


- 
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IN A RUT. 

Why is it that most book advertise- 
ments are so infinitely below the break- 
fast-food advertisements? The man 
who writes the food ads displays a rich. 
ly modulated mood that changes with 
every theme. Age cannot wither nor 
custom stale his fifty-seven varieties, 
But when it comes to books, it is al- 


ways the “rich, red blood” of the 
mountain, or the “salt tang” of the 
sea, or the “winsome grace” of the 


girl who«was born in ontclair and 
is heiress to the throne of Faconia. 
Even a dignified subject will not save 
the book advertiser. We have in mind 
an elaborate work of reference that 
really deserves the good reputation it 
has gained, which was ushered _ into 
being as a something made up of any 
number of ‘“‘thousands of pages,” and 
any number of “millions of words,” 
embracing a record of the ‘History of 
the World from the Day of Creation 
to the Death of Paul Leicester Ford.” 


This men be merely vulgar; but there 
is a, Pgay oe A in the publisher’s 
notice another reference work 


whose a. 4 claim is that it is absolute- 
ly up to date, and is the result _ 
eight years’ conscientious labor. 
suredly, an author would warm u 
his own work in loftier terms. “ap 
York Post 


+o. 
(From the Chattanooga, Tenn., News, Jan- 
uary 21, 1907). 


[DIAMOND IN 
PATENT MEDICINE 


W.'B. LOVE. OF SOUTHERN EX: 
PRESS CO, IN GREAT. LUCK 








In Bottom. of Box of Pills He Dis 
éovered An Unset Jewel Worth| 
in Neighborhood of $175. 


W. B. Love, an employe of the South- 
ern Express. omnes, © & .few days ago 
purehaged a box of Ripan’s tablets and 
ackage cun- 


Love wax dayed and bdéwildered is put? 
ting it -mildiv. However, whey he crue 
4 » he qnickly betodk bimself té the jew, 
elers and presented the brilliant pill for 
inspection. The-verdict was that. it wat 
vere at least $175. 
Mr. Love says that he was particular 
from te with this package--of . dope 
e fact that’ he bought it “cut 
rate." He will:not, however, invest any. 
large:nmount of monex . the hopes of 
“- tepetition of the mck, but says 
he has ng ‘hie = of tonic 
for years.” and will om ge -do s 
partly for the Beneficial results to. 
‘derived, anf partly for. the possibility’ a 
‘denied P iL 
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INFORMATION THAT 
SERVES. 


Into the ruck and run of same- 
ness that characterizes automo- 
bile advertising, the White Com- 
pany has introduced a_ taking 
idea. To advertise the White 
cars, a series of route books are 
being issued. No. 2 is just out. 
The New York Post describes it: 

Route Book No. 2 gives complete 
and detailed road directions from New 
York to the Jamestown Exposition, 
Norfolk, Va. Included in the book are 
the routes to and from such important 
cities as Philadelphia, Lancaster, 
Gettysburg, Harrisburg, Reading, 
Hagerstown, Winchester, etc. Every 
turn in the road, every fork where the 
tourist might hesitate as to which way 
to. go, is accurately described and its 
mileage given. pecific notice has 
been made of every railroad crossing, 
so that tourists provided with this 
book may use proper caution in ap- 
proaching these crossings. The book 
is profusely illustrated, showing views 
of the country traversed, including 
among other subjects some fine pic- 
tures of the battlefield of Gettysburg. 
Finally, the book contains a good map, 
as well as descriptive articles which 
give the tourist a very good idea of the 
character of the several routes. 

Why is it that, in all the vast 
mass of advertising matter issued 
for distribution to the public, so 
little should ever contain infor- 
mation of use to the reader apart 
from the advertiser’s own story? 
The information idea in advertis- 
ing is not only undeveloped, but 
when it is used the advertiser sel- 
dom hits‘on anything worth while 
to the public. Guide books are 
practical and useful to motorists. 
Probably some motor manufac- 
turers are to-day sending out 
vest-pocket manuals with statis- 
tics of population, a calendar and 
a programme of eclipses for 1907. 
If they are not, hundreds of other 
advertisers are, and these vol. 
umes of pocket information fit 
their own lines of business no 
better. ss 

When it comes to using infor- 
mation that serves, everybody is 
ina rut, Almanacs, calendars, 
desk pads and population statis- 
tics. These are bought in ready- 
made form at a price that would 
pay for compiling original infor- 
mation bearing directly on the 
advertiser’s own business, A fur- 
niture manufacturer wants some- 
thing to, distribute through re- 





tailers. Does he put together in- 
formation on how to take care of 
furniture, with suggestions for 
decorative schemes? No—he buys 
a little book that contains postal 
rates and antidotes for poison, 
first aid to the injured and a per- 
petual calendar. 

The best thing ever done in the 
way of publishing information 
that serves, probably, was the is- 
sue of a book on electricity by a 
Cleveland concern that re-winds 
armatures. This information was 
needed by engineers who handled 
such electrical machinery, and 
when the manufacturer began to 
issue it in leaflet form he found 
it so much in demand that event- 
ually a book had to be compiled 
to sell at $2 a copy, and it became 
his chief advertising medium. 
Every industry has similar infor- 
mation to give out. The public 
wants information about how to 
handle goods and get the most 
out of machinery. The retail 
trade wants information as to 
how things are made and how to 
take care of them. In retail ad- 
vertising there is a demand for 
folders that show car lines, street 
numbers, etc. But very little in- 
telligent information ever gets 
into advertising matter. Either 
this universal demand is ignored 
altogether, or the information 
given is about the moon. The 
shortcoming seems to be entirely 
editorial—that is, advertisers are 
not awake to the value of good 
compiling and writing, the possi- 
bilities of their own business 
when tabulated and described by 
a good writer on the “how to” 
plan. This is the keynote. The 
public wants to know how to use 
what the advertiser sells. Isn’t it 
about time that such literature 
abandoned abstract information 
like how to foretell the weather? 


WILL CIRCULATE LIKE SAL- 
VATION. 





Ernest Tissot, a Parisian journalist, 
prophesies in the Revue Bleue (Paris) 
the coming of a newspaper era in 
which even more newspapers will be 
read than ever, because they will be 
distributed free all over the world. The 
one cent yellow journal will be driven 
out of the market and the market place 
by a gratuitous record of daily happen- 
ings whose expenses will be paid by 
the ever-increasing volume of advertise- 
ments,—Editor and Publisher, 
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INVESTIGATION OF THE 
ERIE “TIMES.” 


On January 17 Printers’ INK 
received a telegram from F. S. 
Phelps, president of the Times 
Publishing Company at _ Erie, 
Pennsylvania, inquiring the cost 
of a thorough investigation of the 
circulation of the Times by a 
PRINTERS’ INK _ representative. 
The following reply was sent: 


“Two hundred dollars. Can come 
at one day’s notice. If wanted send 
check.” 

The same day a message was 
received stating that the check had been 
sent, and this was followed by 
the following letter: 

Ertz, Pa., Jan. 17, 1907. 
PrinTErRS’ INK, 10 Spruce Street, New 
York City: 

GENTLEMEN—Inclosed please find our 
check for $200, which is sent in re- 
sponse to your message received yes- 
terday stating that you would send 
your best circulation expert to this cit 
for he purpose of making a thorough 
and fearless examination of our circu- 
lation. We have no favors to ask in 
any way, shape or form, and we do 
not suppose for a moment they would 
be granted if we did. It is my desire 
that you send a man here who has the 
ability as well as the determination to 
get at the bottom of things in this 
office and if there is any deception or 
padding of any kind been practiced, 
to expose it. We will give you the 
freedom of the office. Free and undis- 


uted access to every book, paper bill, ' 


ank books, carrier routes, postoffice 
receipts, white paper bills, paid freight 
bills, any and every thing your repre- 
sentative desires. He shall have un- 
hindered way in our office and he shall 
also have the free privilege of asking 
any and all the questions of employees 
or proprietors. ur sworn statements 
have been disputed and falsely so. We 
inclose the check which you said would 
insure the sending of an_ expert who 
would be able to go through this matter 
thoroughly. For reasons which we will 
explain when he gets here it is im- 

ortant that he is on the ground here 
Saturday’ at 1 o’clock, and it is be- 
cause of that I wired you to have the 
man ready and the check would 
sent at once. 

Thanking you for your promptness 
in the matter and hoping to see your 
representative here on Saturday, 

am very truly yours, 
F. S. PHELpPs, 
Editor and President Times Publish- 
ing Company. 


The manager of Printers’ INK 
arrived in Erie on the morning 
of January 19. He was accorded 
every consideration by both the 
proprietors and employees of the 


Times. Paper bills, postal re- 
ceipts, office records, press-room 


reports, mailing-lists were quick- 
ly produced at his request. Ques- 
tions were cheerfully answered by 
employees in the office and the 
mechanical department. News- 
boys employed by the Times and 
others owning their routes were 
closely questioned in order to 
verify statements made on the in- 
side. The county solicitor was 
interviewed, and several news- 
dealers. 

After three days the examiner 
was satisfied with the results of 
his investigation, and rendered 
the following report: 


REPORT UPON THE _ CIRCULA- 
TION OF THE ERIE DAILY 
“TIMES.” 


An meg oa of the number of 
copies printed by the Erie Daily Times 
was made by me at the Times office 
——" on January 19, 1907, an 
ending January 22d. For the purpose 
of securing information bearing upon 
the subject I was given free access to 
white paper bills, bank books, carrier 
routes, postoffice receipts, paid freight 
bills, etc. To verify the findings of 
the report I questioned both proprie- 
tors and employees; among the latter 
were bookkeepers, mail clerk, press 
men, solicitor, newsboys, etc. 
White Paper Report. 
Paper received dur- 
ing 1906 
Paper necessary for 
the 313 days of 
issue during 1906 
for the editions 
as printed in the 
Times’ statement 
for the year.... 1,111,988 Ibs. 
Detailed Report for December, 1906. 
Number of Copies Distributed, 
Average per Day. 


1,170,151 Ibs. net 


In Erie. 

Street sales 

Office carrier routes 

Newsdealers 

Employees of Times, local ad- 
vertisers, etc. 

Job orders an 
solicitors 

Mail list—R. . D._ routes 
leaving Erie Postoffice.... 


Mail-list, exclusive of R. F. D. 
routes leaving Erie Postoffice 7,125 


Grand total 

The above report is true to the best 
of my knowledge and belief. 

R. W. Patmer, 
Manager The Printers’ Ink Publishing 
Company. 

January 24, 1907. 

The average for the month of 
December, 1906, shown in the de- 
tailed statement of the Times for 
the year, was 17,654. This. fig: 
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ure, however, becomes 17,636 
when a clerical error in the com- 
pilation of the report is correct- 
ed;—twelve copies less per day 
than the Printers’ INK report 
sets forth. The discrepancy may 
be due to any one of several 
causes, all unimportant. 

The investigation made in Erie 
was thorough enough to prove 
beyond a doubt the substantial 
accuracy of the Times’ statement 
of copies printed. 





In all the United States there 
is probably no other paper which 
has so large a distribution in city 
and county as the Erie Times, 
relative to population, 

In its own field it completely 
out-distances competition. There 
are two other dailies in Erie, the 
Dispatch, published in the morn- 
ing, and the Herald, which, like 
the Times is published in the 
afternoon. Neither the Dispatch 
nor the Aeral/d has ever furnished 
Rowell’s American Newspaper 
Directory with a detailed report 
of copies printed. In the last 
Directory the former is credited 
with a regular issue in excess of 
4,000 copies, and the latter is sup- 
posed to print more than 1,000 
daily. After spending several 
days in Erie one is impressed 
with the extremely liberal rating 
accorded the Dispatch by the 
Directory editor. Regarding the 
Herald it is more difficult to ren- 
der an opinion, but the rating ac- 
corded would appear to be emi- 
nently fair to the paper’s pub- 
lishers, 

—__+o+—___— 

An efficient circulation department 
is one of the ear-marks of merit in a 
good advertising medium. There is no 
paper so well edited mor so necessary 
to the reader that the publisher is jus- 
tified in expecting it to reach its maxi- 
mum circulation without proper _push- 
ing. And proper pushing generally in- 
cludes advertising and personal solicit- 
ing for subscribers. A good paper will 
be taken by the alert and wide-awake 
without much advertising or salesman- 
ship being expended, but when a pub- 
lisher assumes that without aggressive 
work he can get or maintain the circu- 
lation which the advertiser has a right 
to expect, he is mistaken. And only 
when a publisher is conducting an ac- 
tive canvass can he in close. enough 
touch with his readers to know when 
he is serving them to the best advan- 
tage.—-Selling Magazine. 
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NEWSPAPER ADVERTISING. 


The reason that newspaper advertis- 
ing is so much better than any other 
is because it is definitely recognized 
everywhere as of right and of merit 
as absolutely legitimate, an essential 
part of the newspaper’s function as 
much as the news and editorials, and 
a commodity as definite and as meas- 
urable in value as any other. Dur- 
ing the last few years newspaper ad- 
vertising has made tremendous strides, 
not only in volume, but in its essential 
content of precision and of efficiency, 
so that its administration has become 
definitely recognized as a_ profession, 
almost an exact science. A necessary 
corollary of the great advance in the 
value of legitimate advertising is the 
decline and disrepute of every other 
kind, and that which obtrudes itself, 
like the defacing of natural scenery, 
or smuggles itself into notice, like 
veiled references in plays and lectures, 
is not only futile, but worse, a positive 
offense and a reproach,to the men and 
the things responsible. 











DECEMBER, 1906, 
CIRCULATION OF 
Tue Recorp-HERALD 


Daily Average, 148,138 
Sunday Average, 218,729 








Increase in three months of 
8,638 in the daily average and 


of 19,959 in the Sunday average. 








The statement of circulation for each 
day of the preceding month will be found 
on the editorial page. Tuer Recorp- 
HERALD is the only morning paper in 
Chicago that prints such a statement. 








Advertising in 1906 


The advertising in THE REC- 
ORD-HERALD during 1906 as com- 
pared with 1905 


Gained 1,793 Columns 
THE Recorp-HERALD 











German Families are Large 


and large families are large consumers. 
Think what a quantity of goods the 140,(00 
or more German Families consume that you 
reach by advertising with us. Kate. 35c 
flat. Why not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 














10 
CALENDARS—A BIG ITEM. 





The annual distribution of cal- 
endars has been completed, and 
thousands of business houses are 
again asking whether this form of 
publicity pays. The extent of this 
expenditure the country over can 
be gauged by every business man, 
who receives ten times as many 
calendars as he needs, and pre- 
serves the best, throwing the rest 
away. It can also be guessed at 
by making a little list of the con- 
cerns throughout the country that 
publish nothing but calendars. 
Some of these pay large cash 
premiums for pictures to be used 
as calendar features, and others 
in small towns do an annual busi- 
ness in such novelties that would 
compare favorably with the larg- 
est publishing enterprises. 

Does the calendar pay? Prob- 
ably not, in the vast majority of 
cases, Little intelligence is brought 
to bear in its production. Thou- 
sands of retail merchants buy 
ready-print calendars of medi- 
ocre quality, or depend on the 
crude productions of the local 
printing shop. Their calendars 
are distributed widely, but carry 
only a bare business card—no 
vital advertising message. If the 
space were devoted to a little talk 
on the convenience of ordering by 
telephone or mail, there might be 
direct results. If it were devoted 
to a talk about some special de- 
partment or form of service, 
there would be some tangible ap- 
peal. But the average retailer, 
sending out his calendar in De- 
cember or January, seems to be 
moved by the idea that this ex- 
pense is as necessary as it is use- 
less. And so the calendar has be- 
come fossilized. This statement 
is largely true of the millions of 
insurance calendars distributed 
through agents of fire and life 
companies, 

Some large general advertisers 
like the Chicago meat packers is- 
sue calendars of such artistic 
merit that the public is willing to 
buy them at ten to twenty-five 
cents apiece. These doubtless 
have a_ higher advertising value 
than gift calendars. Some busi- 
ness houses, like the Ayer agency, 
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Philadelphia, pay special attention 
to calendars with large figures, 
for office use. These are sold in 
considerable editions. A few in- 
surance companies have made 
their calendars stand out above 
the ruck and run by publishing 
them on the series plan—that is, 
the calendar. bears some interest. 
ing historical picture each year 
which gives not only strong ap- 
peal, but is suggestive of the busi- 
ness of the company. One of 
these is the John Hancock Life 
Insurance Company, of Boston, 
which issues a calendar bearing 
a colored picture of some in- 
cident in Colonial history, accom- 
panied by a trustworthy footnote 
containing dates, names and facts, 
The Title Guarantee & Trust 
Company, of New York, has long 
been conspicuous for its historical 
calendar. Some little known but 
important incident in the history 
of New York City is taken, pre- 
sented in a picture, and treated 
in a short article on the last page 
of the calendar pad. This com- 
pany insures New York realty 
titles, and the incidents selected 
usually deal with some point in 
Manhattan realty. One showed 
the first purchase of Manhattaa 
Island for sixty guilders by Peter 
Minuit, in 1624. Another pic- 
tured the surrender of the island 
to the English, in 1664, by Peter 
Stuyvesant. A third told the 
story of Captain Kidd, the pirate, 
who before taking to the life of a 
freebooter was a trader in New 
York and a large holder of real 
estate. The 1907 calendar shows 
the meeting of Washington and 
his officers at a house in Brooklyn 
after the Battle of Long Island, 
and a footnote describes his mas- 
terful retreat after this disaster 
and tells something of the house 
where the conference took place. 
This company distributes 100,000 
of these calendars every year, and 
there is no question but that ad- 
herencé to the series idea has 
made them a feature of New York 
business life, and a novelty” that 
would be missed if it were 
abandoned, 

As to results from calendar ad- 
vertising, there seems to be on 
record no clear case in which 
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anyone has ever traced direct re- 
turns. An advertising manager 
for a Texas department store 
complains, “I send out calendars 
against my own wishes because 
the proprietors think them a good 
idea—have never gotten any spe- 
cial results from them.” His 
opinion is probably the one most 
widely held. But the fact that no 
direct business can be traced does 
not prove that the calendar is 
useless. It is said that the Ayer 
medical people once hired an ad- 
vertising expert of spectacular 
reputation to come and introduce 
thoroughly modern methods into 
their publicity. He came, found 
that for years the house had been 
printing and distributing millions 
of almanacs in various languages 
through druggists, and immedi- 
ately cut off this expense to de- 
vote the money to newspaper ad- 
vertising. It is also said that a 
loss in sales of many thousands 
of dollars resulted that year. For 
a generation this familiar yellow 
almanac had been going to farm- 
ers, and was the only medium 
through which the house reached 
them. It was a heavy item of ex- 
pense in the aggregate, but an 
exceedingly cheap form of adver- 
tising when computed on the basis 
of cost per copy. No direct re- 
turns had ever been traced, but 
when the almanac stopped a great 
many people stopped buying 
Ayer’s  sarsaparilia. 

This much is clear about cal- 
endars. Like the patent medicine 
almanac, they are in wide demand 
and have a real use to the people 
who get them. Viewed as an ad- 
vertising novelty rather than an 


active periodical medium, they 
probably do a great deal of in- 
direct good. How much more 
good they might do if entrusted 
with a specific advertising mes- 
sage is not accurately known, for 
few advertisers have tried to make 
the calendar pay by improvements. 
Ninety-nine houses in the hun- 
dred send out something in this 
form because all other business 
houses do. Because December 
and January mark the beginning 
of a new year, all advertisers send 
them out in these months. Quite 
a gratifying degree of success has 
been achieved in calendars by so 
simple a device as making up one 
that runs from July to July, in- 
stead of January to January. A 
calendar of this sort, coming 
along in midsummer, at a time 
when the New Year calendar is 
dirty and stale, usually supplants 
it. When a little originality of 
this sort will put a business story 
in homes and offices for several 
months’ display, it would seem to 
be wisdom to try and improve 
that business story and use more 
ingenuity in distributing it. 
————_+ o> 


A SLANG SYNONYM OR 
VERTISER.” 

The latest additions to the list of 
stage and lyceum phrases are thus de- 
fined by the Lyceumite: 

To Bouch: To advertise one’s self 
with great industry, but without dis- 
cretion: to advertise one’s self in such 
a way as to make people tired of one 
or sorry for one. 

Boucher: One who bouches: a lec- 
urer or entertainer who is forever 
bragging and blowing and trying to 
work the public prints for lines of ad- 
jectives, and yet who never does any- 
thing of consequence on the platform. 
In short, a boucher is a man (or 
woman) who makes you tired. 


“AD- 








to city circulation, competitors are 
last year 41,751 copies daily. 





PROSPEROUS IOWA'S GREATEST NEWSPAPER IS 


Che Des Moines Capital 


The CAPITAL is the only newspaper in nearly every home in 
Central Iowa and the one paper in thousands of homes. 


Eastern Representatives -O0’MARA & ORMSBEE, 26 World Bldg., N. Y. 
LAFAYETTE YOUNG, Publisher. 


With respect 
completely distanced. Circulation 
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“THE POLICY OF THE 
HOUSE.” 


IT ENTERS MORE AND MORE INTO 
THE ADVERTISING OF LARGE CON- 
CERNS—TAKING THE PUBLIC INTO 
THE ADMINISTRATION OF BIG 
BUSINESS—QUITE DIFFERENT FROM 
THE ADVERTISING THAT SELLS 
GOODS, YET INDIRECTLY GIVING 


THE LATTER FORCE, 


Quite a large, growing body of 
advertising nowadays is _ that 
which has nothing to do with 
goods or sales directly. It deals 
with the advertiser’s organization, 
his business system, his integrity. 
“The policy of the house” is a 
pat term for this form of pub- 
licity. It is stately in language. 
It appears around the first or the 
middle of the year, and tells how 
much business was done the last 
twelvemonth. It tells why, too. 
There are always two reasons (in 
his own mind) why a man does 
lots of business—first, the appre- 
ciation of the public; second, his 
irresistible goods. In a “policy 
of the house” ad it is customary 
to use language of editorial char- 
acter, and thank the public for its 
appreciation and patronage, and 
to refer to the irresistible qual- 
ity of the goods, and tell how 
much more difficult it is going to 
be to resist them during the com- 
ing year. 

Ten years ago there was little 
of this “policy of the house” ad- 
vertising. When business firms 
took newspaper space then they 
wanted to sell something the 
same day, or next morning. But 
with the growth of department 
stores, trusts and large corporate 
business, it has come to be quite 
the thing to print advertising that 
is a sort of public statement, a 
court circular, a message from 
the President. Statements of this 
kind often run pretty much to 
generalities—the large, round, ob- 
vious thoughts that a corpora- 
tion president puts into Johnson- 
jan sentences. Yet, a general 
statement of business success at 
the end of the year can be made 
very definite and interesting. Here 
is how the United Cigar Stores 
Co. did it: 


Never in the five years’ existence of 


the United Cigar Stores Co. did we 
make as many new customers—every 
one a new friend, we hope—as came 
to us in 1906. 

Of course there were many more 
United Cigar Stores under lease than 
we had a year ago, 

A chain reaching from Coast to 
Coast. 

Fifty-five cities linked together. 

New cities to~the number of 21 add- 
ed in 1906. 

Business in December at the rate of 
$19,700,000 a year. 

For three days of December just 
passed sales to the amount of $550,000. 

One New York store’s receipts for 
a day in December $8,200. 

A single salesman between morning 
and night with sales figuring $1,625.15 
to his credit. 

Value of profit-sharing certificates re- 
deemed in Premiums in December, 
$92,250. 

It’s of interest to know that San 
Francisco, destroyed by earthquake and 
fire in April, and not half restored in 
December, gave the new United Cigar 
Stores a business of $92,645 for that 
month, as against a business of $70,744 
for the old stores in December, 1905, 
the year before the fire. 

A year ago we thought 17,000,000 
cigars a month stood ‘for big sales. 
Now we sell 25,000,000 a‘ month—near- 
ly four cigars a year for every man, 
woman and child in the United States 
if smoking was as necessary as eating. 

A lot of tobacco, surely, but repre- 
senting so much human ha piness, so 
many harvests of rich fields, so vast 
a return to a million busy hands! 

Not to forget that an entombed 
miner kept the despair of death at ba 
with a simple plug of tobacco while ail 
the world was gift-buying! 

All this made possible by a generous 
public who divided with us the bounty 
of the earth, blessed as never before 
by record crops, a universal demand 
for labor, and, better than all else, 
confidence in the future of our 
country. 

Our gratitude to this public is as 
broad as the great benefits in which it 
has been our fortune to share. 

““Thank you” is the best we can 
say. 

But mere words cannot properly ex- 
press this gratitude. 

t must be shown by bigger returns 
for the money we receive, by better 
service over every counter. 

Business like ours is always in sight. 
Ve try to go where it is with a fixed 
policy—to meet every condition as an 
individual proposition. 

For example, we take a_ 28-foot 
square store at. Broadway and Wall 
street and pay $37,000 a year rent for 
it because it is the key to the situation 
of the Wall Street. district. 

But stores are easier to get than men 
behind the counters to carry the 
United message to the public. 

We have done the best we could to 
get the men. 

To do better still along these lines 
is the problem for 1907. As big a 
problem as it is we face it and we 
think we know what- must be done. 
That’s a good deal. 

Each store in the United system of 
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stores siust he a unit in which the men throughout the country who have 
at ee Ore, ae ee Tt eek, its tools ja: stock. A email. cut 


them must go such a part of the profits . 
of the store as will be an ample re- Of a Jacobs chuck was printed as 


ward for loyal work. It is theirs be- a feature of a tiny business card 
cause they earn it. ay 

This principle in’ store management for each house. lhe arrangement 
is not entirely an experiment. ‘he was by States. These pages 
plan is being worked out and its difi- formed a directory, primarily. 
culties are being disposed of one by But after that they’ emphasized 
one, . ‘ i : 

Sooner or later the men who wait the wide distribution of the tools, 
on our customers will be as responsible and Jed the reader to infer, even 


for their stores as if they owned them, me | rate mm re 
and their rewards will be whatever though uniamiliar with machine 
they would be under those conditions. tools, that these particular ones 
Already a number of United Cigar myst be excellent 

Stores are being operated on this plan. i fe re . 

_ ‘they represent the United Cigar Policy of the house” advertis- 
Sate Senay Se Sak. son — ing, properly managed, can be 
eT ar ae ; 8 WaY made a valuable element in back- 


ahead of old conditions. : : 7 : 
They prove, for one thing the value ing up the price offerings or di- 


of our training school, in which sales- rect descriptive advertising of any 
men are taught the fundamental rules ¢7” sean tonal 
of our business before they sell a firm, It reveals business person- 
penny’s worth in a store. eM ality. It arouses respect by show- 
ese stores, too, emphasize the im- j; j ’ 
portance of the man behind the count- yen the eer, of a ac 
er as above everything else. The good Operations. But there is Sti 
man is so large an asset of our busi- room for development in this field. 
ness that to hold him in a_ stronger Many such announcements are 
bond we insure his life for his benefit in a to ° : : 
and assume his doctor’s bills if he M¢avy, an ail to give vital in- 
falls sick. And there’s no philanthropy formation. The president and 
ng either. It’s business pure and board of directors, afraid to tell 
: Mena es too much about the amount of 
Oe Se business being done or the future 
Take an - pane sadly soy Ml plans of the concern, lay a re- 
aie Shettive hes ‘ait ean — hand on the writer and 
; : 5 : orce him to take refuge in gener- 
ften be printed about the special .);,; ake : pei: 
pore so issue that ool ypc alities — re ee rag | 
: 5 nor go , . 
news-stands this morning. But the Coa aa "oma = os goes 
true cumulative publicity for a esting first of all, and frank in 
magazine is the sort that defines 4, way it sets AA sgelor 0 Ses 
the established policy of the edit- mation. It ought to have aaanen 
orial management through the paren: ‘figures cad tts in the 
whole year, and lays stress on the ik ti tan i dein 
publication’s individuality. Sub- win & oak we be wer 
scription advertising around { in a a ee , 
Pictstmes is all “policy,” because oo, with iscretion as- to fre- 
the reader is asked to pay in ad- quency. Some advertising runs 
vance for a whole year of some- ne constantly to “policy Ro _ 
- : nouse announcements that the 
d s : : 
eo Pe grad —_ public must often wonder if the 
a a ae Torch esis al rr ions isn’t a trifle weak there, 
it @ @ ..- and trying to bolster up his or- 
‘ertising that shows the advertis- 5.0: 0 /: ’ 
sly pn core Ths is Genie ganization. Other advertisers, by 
“all , ‘ful in trade journal Concentrating talk of this sort 
hilcity c ae one ‘uae worn’ two or ae extra large ads 
jlaieets each year, make their policy an- 
description of goods, a manufac- noyncements conspicuous and un- 
turing house will often print in- youal and thereby gain force 
formation about its trade organi- ? ‘ 
zation, such as a complete list of Se es : 
wholesalers and jobbers that carry Airs handy boaklete, eoncive 
7 Ss y ’ as en re- 
the product. Not long ago ‘the pared for the Stoddard-Dayton jane. 
Jacobs Mfg. Co., Hartford, Conn., mobiles, Dayton, Ohio, by the Blaine- 
making drill chucks, took sixteen LS nage ma aptaey,, Cincinnati. | Special 
Ri) Ea) tal nit a ae points in mechanism orm e main 
pages in the American rege feature of the argument, these being 
to print a complete list of dealers taken up and illustrated in the text. 
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PHRASES AND EPITHETS. 
By Joel Benton. 

There is something more than 
meaning in words. ‘there are 
color, cadence, polarity, rhythm, 
liquidity, harshness, good or ill 
flavor, and no end or qualities. 
The reason why Shakespeare, 
Keats and Emerson—to name 
only three somewhat differing 
geniuses—wrote with such mas- 
terly phrasing was because they 
knew the multiplied magic that 
inheres in language. 

When either or these writers 
coined a phrase, a sentence or 
paragraph, it took on an unmis- 
taxable character. What strength 
and felicity, you say—and yet the 
peculiar mintage ot all these con- 
joined traits is all theirs. The 
common writer does not rise to 
their height. But even common 
writing has its grades of excel- 
lence or infelicity, and sometimes 
it seems unnecessarily and delib- 
erately bad. 

An effective writer, particularly 
a persuasive and enticing one, as 
all writers who shape curious 


publicity should be, ought to look 


after the phrases and epithets he 
employs with some reference to 
refinement and to ordinary human 
nature. It is true enough that 
there are coarse people in abun- 
dance, and many of them will not 
be disturbed by offensive and _ ill- 
chosen words. 

But it is also true that a 
choice or even a respectable style 
will not offend them. So this 
class may be considered negligible. 
The deference, therefore, should 
not be to them but to the classes 
who Go not covet either vulgarity 
or poor taste and who are either 
not favorably impressed or are 
absolutely repelled by these exhi- 
bitions, 

Let me give an example or two 
of what I mean. There are cer- 
tain clothing stores who advertise 
with great gusto, their, no doubt, 
excellent enough garments, as 
“swell” and “swagger.” This is 
supposed to mean, of course, that 
they are at the very top of the 
column in quality. 

But the language is simply that 
of the “sport” and not that of a 
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refined gentleman. A “swell” 
person is one who struts and 
brags; and a “swagger” one is a 
counterfeit of the tashionable set 
and not one of the set itself. He 
walks, to be sure, as if he owned 
the town, but probably his “swag- 
ger” clothes even are not yet quite 
nis Own, 

If this style of description and 
advertising were sent only to 
“sports” and vulgar people, it 
might have influence with the con- 
stituency they represent. But it 
doesn’t. It flares itself in the 
face of people of taste and of 
wealth whose only desire concern- 
ing “swell” and “swagger” things 
is to avoid them with rigid dis- 
crimination. 

‘Lhere must certainly be a grave 
mistake in making an advertise- 
ment that has this effect. Who 
is it that wishes to be thought 

“swell” and “swagger”? We do 
have, to be sure, the’ ultra-fash- 
ionable folks and the multi- 
millionaires. And the most of the 
former class belong also to the 
latter class. 

Yet one can safely say, I think, 
that not one of these desires to be 
described by the epithets I have 
named or wishes to have his gar- 
ments so named. 

The only aristocracy such ad- 
jectives can captivate must be that 
of the “codfish” persuasion—the 
people who are not sure of their 
real rank on this planet, and are 
hunting for clothes that scream 
and exaggerate themselves, in 
order to sustain false pretensions, 
Still, it is well to have nice 
clothes. Beecher said “Clothes do 
not make the man, I admit, but, 
when he is made, they make him 
look better.” An advertiser, even 
if he has never read Carlyle’s 
“Sartor Resartus,’ The “Tailor 
Repatched.” should grasp _ this 
idea and others ancillary to it, and 
be able to enforce them in polite 
and persuasive terms. 

a 

An excellent fifty-two page book on 
patents, issued as an advertisement and 
a guide to inventors, comes from Beeler 
& Robb, patent attorneys, Washineton, 
D. C. It treats of every phase of the 
subject in a pertinent wav. and the 


contents are made accessible by an 
index, 
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NEW YORK SPECIAL 
AGENTS. 


Cc. E. LAMBERTSON, 


Mr. Lambertson left the farm 
in Indiana in 1891 and drifted into 
Cincinnati. A friend found him 
roaming the streets and took him 
around to the office of the Cin- 
cinnati Post more as a joke than 
anything else. The editor hap- 
pened to think that the lad who 
had been getting the price of but- 
ter, eggs and chickens for the 
paper had left and offered Lam- 
bertson the place, at $8 a week. 
He was with the Post about nine 
years and in that time was 
dramatic editor, special corre- 
spondent for the Scripps-McRae 
League, occupied at times every 
desk in the office and _ then 
widened his experience by a 
change into the advertising de- 
partment. Leaving the paper he 
was assistant city editor of the 






Cc. E, LAMBERTSON. 
Times-Star for a while, and then 


became sporting editor of the 
Cincinnati Enquirer. 
When the Star Publishing 


Company purchased the old Terre 
Haute Express and succeeded it 
with the Star they put Mr. Lam- 
bertson in charge of the new 


property. He entered the east- 
ern field last July to take com- 
plete charge of the Indiana Star 
League. 





CHARLES MENET, 


In October of the year 1884 
Charles Menet started to assist 
his father, Al Menet, in the 
George Poggenburg Agency, lo- 
cated at that time at West 
street. 


Broadway and Murray 
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CHARLES MENET. 


After a short time, however, he 
went West on special newspaper 
work, and upon his return to 
New York became manager of 
the Real Estate Bulletin. Mr. 
Menet soon returned to the gen- 
eral agency field, which he found 
more to his liking, and it was 
not until 1896 that he succeeded 
Hundley as Special Repre- 
sentative of the Jersey City News 
and Hartford Sunday Globe. 


* | 1nese papers he still retains, and 


during the last five years has 

added the Asheville, N. C., Ga- 

sette-News; Columbus, Ga., 

Ledger; Elizabeth, N. J., Times; 

Lynn, Mass., News; Waterville, 

Me., Sentinel, and Atlantic City, 
J., Review. 





MERELY to amuse the public: What a 
sad vocation for a man who thinks! 
To make the public sit up and take 
notice—yes—to make the public think 
and think hard; that’s worth while.— 
Robert Frothingham, 
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A Roll of Honor 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 


Advertisements under this capti pted from Li s who, accord- 
ing to tho 1906 issue of Rowell’s American Newspaper Directors. have submittea for 
tuat edition of tne Directory a d auiy signed and datea, 
also from publishers wno for some reason “tailed to obtain a figure rating in the 1906 
Directory, but have since supplied a detailed cir as described above, 






























covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in tne 19(7 issue of the American Newspaper Directors. Cir- 


culation figuresin the ROLL oF Honor of the 


to know what he pays his hara cash t 


The full meaning of the Star Guarantee is set forth in Rowell’s American 


last Named character are marked With an (> ), 


These are generally regarded the - who believe that an advertiser nas a right 


Newspaper Directory in the catalogue description of each publication posvessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger. dy. Average for 1905, 
22,06. Best advertising med:um in Alabama. 


Montgomery, Journal,dy. Arer. 1905.8.6 
The afternoon ome newspaper of its city. 
ARIZONA. 
Phoentx. Republican. Daily arer. 1905,6.881. 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. 
ARKANSAS. 
Fert Smith, Times. dy. Act. av. 1906, 2,867. 
ct. aver. for May, June aud July, 1906, 4.227, 
CALIFORNIA. 


Meuntain View. Signsof the Times. 
weekly average for 1905, 22.550. 


Actual 


San Franciaco. Pacific Churchman, semi-mo.; 
Episcopalian. Cir. 1905, 1.427; Dec. 1906,2,500, 

San Francisco. Sunset Magazine, montbly; 
literary; 192 to 224 pages, »x8. Average circula- 


tion ten months beginning Decemoe oer, 1905, GA,- 
600. Home Offices, Flood Builaing. * 


COLORADO. 
Denver, Post. New people—new homes—new 
nee te—~all supplied by the “Want” columns ot pe 
Denver Post. C:r.— Dy. 56,012, Sunday 82,89> 
2 The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 
Bridgeport. Evening Post. Sworn dy. av. 06, 
11,265, now over 12.500, E. Katz, 8. agt. N.Y. 


Meriden, Journal, evening. Actual average 
Sor 1905, 7.5357. 


Meriden. Morning Record and Republican, 
Daily average for 1905, 7.578. 


New Haven. Evening Register. ouiy. Actual 
av. for 1905, 18.711: Sunday, 11.811. 


New Maven. Pal!adium, dy. Arer. 1904, 7.857; 
1905, 8.686. .E. Katz, Spec:al Agent. N. ¥. 


New Haven. Evening Register,dy. Annual 
sworn aver. for 1#6,14.6813 Sunday, 11.662. 


New Haven. Union. Average /906,16.481. 
“re 1906, 8,659. E. Katz, Sp. Agt., N.Y. 


w London, Day, ev’g. Aver, 1906, 6,104; 








Norwalk. Evening Hour. Daily average guar- 
anteed to exceeds.100. Sworn circulation 
stutement furnished, 





Norwich. Bulletin, morning. Average for 
1905, 5,920; 1906, 6,559; orsner 6,925, 


Waterbury. Republican, dy. Arer. for 1905, 
5.643; 1906, 5.98 La Coste & Maxwell. | 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 196. 85.577 (@©). 


FLORIDA. 


Jacksonville. memoralie, ay. Arerage 1906, 
9,422. Oct, 1906, 9,407. HE. Katz. Sp. Agt., N. Y: 
GEORGIA. 

Athanen. orrnal. dy. Av. 1905,46.038. Sun- 
day 47.998, Semi-weeicly 56.781; arer. 1906, 
daily, 50.857, Sun., 53.988; semi- wy. ng 74.916, 

ILLINOIS. 


Ashley, Gazette. Circulation 1 182. Largest 
and only proven circulation in Wushington Co. 


Aurora. Daily Beacon. Daily average for 
1905, 4,580; s96, 6,454, 


Champaign. News. Daily aver., 196, 2.156: 
weekly. 8.460. Guaranteed larger circulation 
than all other paners in the twin cities (Cham- 
paign and Urbana) combined. 


Chieage. Bakers’ fielper, monthly ($2.00) 
Bakers’ Helper Co. Average sor 196, 4.017 (\O@). 


Chiengo, Breeders’ Gazette. wy.; $2.00. Aver. 
cire’n 11 months endiny Nov. <8, 196. 69,667. 
Chieago, Dental Review, monthly Actual 
average for 1905, &, 708; for 196, 4.001. 





a 2 ne: Arerage for 1906. 173. 
oft a ilu; 9% of circulation in city; 
larger city pa ition nm any two other Chi- 
cago morning papers combined. Examined b 
dssociation of aanereas Advertisers. Smith 

8. 


tative: 





‘P ’ 


Chieago, Farm Loann and City Bonds. Lead- 
ing investment paper of the United States, 


Chicago, Inland Printer. Actual average cir- 
culation Sor 1905, 15.866 (@ ©). 

Chicago. The Tribune has the largest two-cent 
circulation in the world, and the t circula- 
tion of ow = Section newspaper in Chicago. The 





Ez. Mote, Sp. Agent,N. ¥. 





only Chicago newspaper 
ing (@@) 








PRINTERS’ INK. 


Ohieags, Record-Herald. Arerage 1905, daily 
it: 456. ‘sunday 904.609. ‘A0eregs 1906, daily 
41.748, Sunday 211.611. 
ta-The absolute correctness of the latest 
circulation rating accoraed 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who succéssfully con- 
troverts its accuracy. 
Joliet, Herald evening “ Sunday morning. 
Average for year 1906, 6,7 


INDIANA. 
Evanaville. Journal-News. Ar. for 1905, 14,- 
040. Sundays over 15.000. E. Katz. 8. ANY. 
Indianapolis, Up-to-Date Farming. 1905 av., 
155, 250. ow 200.000 4 times.a mo. “7bc. a line: 
Netre Dame. The Ave Maria, Catholic weekly. 
A net average for 16. 24.612. 
Prineeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,397. 
d, The Even Item, Swo: 
meet ciroulats aa, Sor 1906, ont Sadia imine 
ng Sept, 30, 1906, 4.411; fon Sept. 
aver 3.400 out of 4,800’ Richmon: 
are reguiar subscribers to the Evening 


South Bend. Tribune. 
Deo, 1906. %,02%. Absolutely best in South Bend. 


INDIAN TERRITORY. 


Muskogee. Times Democrat. 1905, av., 2. ssh 
3 mos. end. May 1906, 5.21%. E. Katz. Agt. N.Y. 


IOWA. 
Burlington. Alawk-Eye, daily. Aver., 1906, 
8,764. “All paid in advance.” 


Davenport. Catholic Messenger, weekly. 
Actual average for 1905, &. 814. 

Davenport. Times. Daily aver. 1906, 12.082. 
Circulation in City or total guaranteed greater 
than uny other paper or no gg eo 

Des Moines. Capital. aaily. fayette Young, 
pubiisher. Sworn average Ae. - ton for ~ 
41.751. Ctrculatio:, City and State, lary 
tn Iowa. More adr ing of all kinds in 7908 
= 392 issues than any aaa itor in 3665 issues. 

ate five cents a line. flat. 


Item. 
Sworn daily average, 


_ Moines, Register and Leader—dai 7 and 


Sunday—carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation mulation sor Nov, dy. 80,069. 

Des Moines. Iowa State va, State Register and Farmer, 
w’y. Aver, number copies printed. 1906, 82,1 128. 

Dex Moines. The People’s People’s ieee Monthly. 
Actual average for 1905, 182,175. 

Sioux City. Journal, daily daily. Average for 1906 
sworn, 26,74 5. rage for I ret six months, 
1906, 29,045. 

Sioux Olty. Trioune. Evening. Net sworn 
daily, average 1906, 27.170: Dec. 1906, 80,124, 

You can cover Sioux City thoroughly by using 
The Tribune only. Itis subscribed for by prac- 
tically every family that a newspaper can inter- 
est. Only Iowa paper that haa the Guaran- 


teed Star. 
KANSAS. 
Hutehineaon. News. Daily y~ 3 2-209. Oct. 
196,4.500, E. Katz, Special A 
Lawrenee, World, ee eee week tae 
printed, 1905, daily, 8.573; w weekly, 8. 180. 


Pittsburg, Headlight. dy ight, dy. and wy. 
average for 1906, daily 5,96 2, weekly 8. i 


eg prcingy ie nger 
Lexi m. Leeder, Ar. ’06., 5.157. Sun. 
6.798; Oot "08, 5,216. Sy. ®.% see, E. Katz, 8. A. 
Marion, Crittenden Record, weekly. Actual 
average for year ending October, 1905, 1,832. 
Owensboro. Inquirer. Daily av., six month. 
ending Jan. 4, 1907, %.166. 


Owensboro. Naily Messenger. Av. detailed 
euorn ctryn quitter eh ding Dec. 31, 1906, 8.420. 
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Ul NA. 
New Pym item. official | Journal of toe, 
vity. v. cir, Jan., 1906, 24.615: for 

25.419; for March, 1906. 26. 069; for April, 4 
26.090. Av. cir. 5 tow ito June 30, 1906, pri, $908, 


E. 
Augusta. Comfort, mo. W. H. Gannett, pub. 
Actual average Jor 1905, 1,269,578. 


Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1905, 6.986. weekly, 2.090, 


Bangor. Commercial. Average for 1906, da: 
9.695: weecly 28.578. A - 


Dover. Piscataquis Opserver. Actual weekly 
averaye 1905, 2.019. 


Lewiston. Evening Journal, daily. Aver. 
1905, 7.598 (© @). weekly 17.448 @ @). al 


Madison, Bulletin, wy. Cir. 1905, 1,484; now 
ang 1.600, Only paper published in pros- 
secti 


perous manufacturing and farming on, 


3 es. Maine Wooas ana Woodsman,weekly, 
. W. Brackett Co. Arerage for 1905, 3.07%. 


Portland. Even Express. Sy - lima 
daily 12.806. ining Expeye Telegram. 8.011. ; 


MARYLA wD. 
Annapolis. U.S. Naval Institute, Proceedin 
of;q.; copies printed av.yr end’g Dec. 1906,1,7 62, 


Baltimore, American, ay. Av. first 6 mo, 1906, 
Sun., 85,142; d’y, 67.7 14: No return privilege. 


Baltimore. News, daily. ahead News Pub- 
lishing tn” Arerage 1906, 69.814. For 
age Hace 71. St, 
vy correctness of the 
litest aredndion rating accorded 
NEws is guaranteed by the 
lishers of son nab American 
ewspaver Direc . who will 
~ one baye ag er? lars to the 
rst person who successfully eon- 
troverts its accuracy 
MASSACHUSETTS. 
Boston. Christian Endeavor World. A leading 
religious weekly. Actual average 1905, 99,491, 


Boaten. Evening Transcri Transcript (O@). Boston's 
tea table paper. Largest amount of week day adv. 


te tr te te Hk te 


Boston, Globe. Average 1906, duily. 182,986. 
Sunday 205.252. Largest circulation daily of 
any two cent paper in the United States. Largest: 
circulation of any Sunday newspaper in New 
England, Advertisements go in morning and 
afternoon editions for one price. 


Ww We We We Ke Ye 


Boston. Post. ~ Average for ty Fyn 
DaILy Post, 287.848: increaxe o, p Be 1 per 
day over 1905, Boston SUNDAY Post, aS Ota in- 
crease of 86.158 per Sunday over 1905. First 
pow eee paper to -_ in linotypes. First 

= Papert put in the autoplate. 

Has in its big plant the largest aud most 
expensive — in the “ - Leads Boston 
reign business. 


“The Great Breakfast Table r of New Eng- 
lana.” ypvers Boston and Raper England more 

hly than any other paper. Bulk of its 
cireulation delivered in homes of middle-class, 
well-to do portion of community. 


ba The lut 


corr 








of the latest 

circulation rating accorded 

the Boston . Post is guaran. 

teed by the publishers of 

Rowell’s American News- 

paper Directory, who will 

pay one hundred dollars to 

the first person who successfully contro- 

verts its accuracy. 

Lynn, Evening News. A tp ‘or 

oles eae New", 44 e- erage for year 

onhiinatel. {urrent. Ey Renta. Alone guar 

ees results. Get proposition. Over 50,000, 
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Soeteatelé., Good Housekeeping,mo. .iver- 
age 196,209.579. No issue less than 225.000. 
All advert ts guaranteed. 


Worcester. Eveni 


mission ‘given A. A. A. to examine iaien. 


Worcester. aby at inion, Publique, daily (© ©). 
Paid average for 


MICHIGAN. 


Adrian. Telegram, av. wd -% 
last three mos. 16, 6.45. Pan 
Jackaon, “Horning Pa Patra, 
November, 1906, 6,882 pera Sun 
7.558 net paid; weekly ( pril). pau 
Circulation verified by Am. Adv. Ass 
Saginaw. Courier-Herald. daily, 
Average 1906. 14.397: Dec. 1906, 14,88 
Saginaw. Evening News. daily. Average for 
9906, Ts. 968; Dec., 1906, 20.897. 
Siam Semi- ow Herald. 
average for 1,158 


‘MINNESOTA. 
pirgocastie. farmers’ Tribune. twice a-week. 
Murphy, pun. Aver. for 1905, 46.428. 
petit Farm, stock and Home, semi- 
monthly. Actual on 1905, $7,187; arer- 


age for :906,100,2 
The racy of Farm, 


absolute accui 
Stock & Home's \cireniaiion rating 
is guaranteed by the America: 


vs. Av, 
Young. 
££ a 


pool 
8. 


Actual 


. Chi tg 
to the  rmere 
Dakotas. Western 


it to reach section most projitably. 


Minneapolis. Journal, vaily and Puateg. 
In 1906 average daily c:rculation 7? sin th Daily 
4 


average ion for ae A se 
Aver. Sunday ct 


classes and gues into more homes 
thai atreoy ay paper in its is field. it 
brings resul 
Minneapolia. Svenska amerikanska Posten. 
8wan J. Turnblad, pun. 1906,52,010. 
OIROULAT’N Minnexpolis Tribune. W. 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daiiy. The Sun- 
day Tribune average per issue 
Sor the month of Norember, 
1906, was 79.224. The daily 
Tribune average per issue for 
paper Diree- the month of November, 1906, 
tory. was 108,559. 
St. Paul. A. O. U. W. Guid W.Guide. Average weekly 
circulation for 1905, 22.542. 
St. Paul. PioneerPress. Net a circula- 
yrs Sor January—Daily 85.502. Sunday 8B2,- 


The ute accuracy of the 
Pioneer Presa circulation 
mont is guaranteed by the 4meri- 

n Ne enor Directory. i 
cent 0, money due for 
Ber cont a showing that 
ake the paper becomes 


8 
they want ‘t. "All matters in- 
#ng to circulation are re upen to to investigation. 


Winona. Republican-Here -Herald, wahest, penpest 
Twin Citiesand Duluth. R. O. P. rate 12. per inch. 


MISSOURI. 


on” lin. Globe, =. Average 1905, 3 394, 
ols, , 15.769. £. Katz, Special Agent, N. . Ye 
aan Oity. Journal,” Cire’n, 275,000: 
aes. 335 Weeily—a and classified, 
cents - line, fiat, 701 ony and Sunday—dis- 
classified, 7 Combination Weekly 
Bod bu bunday—display, ee. . Literature on request. 


Kansas one. . Western Monthly. Reaches prac- 
tically all -order and gen advertisers. 


by Am. Newa- 








PRINTERS’ INK. 


St. Joseph, pews s Press. maneen 
1906, 86.079. Smith th ¢ Thompeon, Bast 

St. Louis. Courier of ¥ Medicine, seeuthiy 
Actual average for 1905, 9,925, 

St. Louis, Joseestne Grocer has three times 
more circulatien than three other gro- 
cery paperscombined. Never fees than 5.000. 

&t. Louisa. Natio’ val Druggist. mo. Henry R. 
rw Editor and Publisher. ‘Average for 1906, 

(© ©). “astern office, 59 Maiden Lane. 
8t. Louia. National Farmer and Stock Grower, 
monthly, Average sor 1906, 104.200, 
MONTANA. 

Missoula. Missoulian, every morning. 
age six months ending June 30, 1906. daily ‘1,528. 
Sunday 6,400. 

NEBRASKA. 

Lineoln. Deutsch-Amerikan Farmer. weekly. 
Average 1906, 147.082. 

Lineoin. Freie Presse, wee weebly. Actual arerage 
for 1906, 150.7384. 

Lineolin, Journal and News. Daily average 
1905, 27,092, 

Omaha, Farm Magazine, monthly. Average 

lation year ending January, 1906, 40,714. 
NEW HAMPSHIRE. 

Nashua, Telegravh. The only Ba in city. 

Daily average year ending July, 1906, 4,858, 
NEW JERSEY 

Camden, Daily Courier. pees guress for , 
year ending December 31, 1906, 9. o20 

Elizabeth. Journal. Av. 1904 5,528: 1905, 

6.515; 1906, 7.847; Decembe December, 1908, 7.910. 

Jersey Oity. Evening Jou Journal. <Arerage for 
1906, 26. 015. Last three months 1906, 28,120. 

Newark. Eve. News. Net dy. ar. for 1906 
68.022 copies ; net dy. av. for Dec., 1%6, 65,108. 

Postale, Daily Press. Average 196, 2.971. 

Sirst7 months, 1906,2,9¢68. It’sthe leading paper. 

Trenton, a ening Times. Net Are. ’04. 14.- 
TVA; 05, 16.458: '06, 18,287: Dec. 06, 19,055. 


NEW YORK. 
Albany. Evening Journal. aa. average for 
pre 16.251. Jt’sthe leading pa 
Buffalo. Courier, morn, Av.1/906, gD 91. 
168; daily, 58.681; Enquirer, even.. 32.6838. 


Ruffalo. Evening News. Daily average 1905, 
94.6903 for 1906, 94,743, 

te: Recorder. 1905 average. 3.811; July, 

8.940, Best adv. medium in Hudson alley, 

yen mc Leader, evening. Averaye, 1904, 
6.288; 195 6.595; 1906, 6, 6,585. 

Glens Falls. Times. Est. 1878. Ov} i paper. 
Average year ending March 31, 1906, 2.503. 

Granville. Sentinel, weekly. pono average 
Sor 1905, 8.270. 

LeRoy. Gazette, est. 1826. Av. 1906, oe 
Largest wy.cir. ral nesee. Orleans, Niagara Co.'s. 


Mount Vernon. n. Argus, ev evening. Actual daily 
average for 
at “ Seria . Av. 06, 5.477. 3.000 
mn all A h papers. combined, 


New York ¢ City. 


army & Navy Journal, Est.1863. Actual weekly 
average for first 7 months. 1906. 9.626 (@@). 


Atlantis, Daily Greek Ne per, 51 Vesey 
8t., New York, established 1804 — C:rculutton, 
12.000; daily, net paid. 50,000 Greeks arrived 
in 1906—three steamships 1 


t! ips lines between 
Greece and United States. 
Automobile le, weekly Aver Average for year ending 
Dec. 28, 1906, 15, 212. A 
Baker’s Review. monthly. W. Rk. Gregory Co., 
publishers. actual arerage for 196, 5.488. 
Bensziger’s Magazine. family monthly. Pen- 
Brothers. Average for 1905, 44.166; for 
Wes 47.750. 
‘ud (Theatrical. Frank Queen 


Pub. rine Aver. for 1906, 26.611(@@). 





PRINTERS’ INK. 


El Comercio, mo. Spanish export. J. Segheed 
Clark Co. Average for 1906, 8,542—sworn. 


Ice Cream Trade Journal, mo., 150 Nassau St 
Average for 196, 2,100 copies. 

Jewish Morning Journal. Average for 1906, 
si .698. Only Jewish ish morning daily. 


Music Trade Review, music auto pate and art week- 
ly. Average Jor 1905, 5.84 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1883 
Actual weekly average for 
4906, 11.708, 


The People’s Home Journal. 554.916 mo 
Good Literature, ey PZ mami. average ctr- 
culations egies zon. pubssher. -in-advance sud- 
scribers. F. M. 

The Tea and Collec iene Trade ieenedh, Ave' 
eirculation for year ree 4 Sept., 1906, 6. 4813 
September. 1906. issue. 6.998. 


Theatre Magazine,monthly. Drama and music. 
Actual average for 1906, 60,000, 

The World. Actual arer. ror 1905, Morn.. 305.- 
490. Evening, 871.706. Sunday, 411.074. 

Rochester, Case and Comment, mo., Law 
Av. for year 1905,80.000, Guarunteed 20,000. 

Schenectady. Guzette, daily. A. N. Liecty. 
Actual average for 15, 18.058; 1906, 15.809. 

Syracuse, Post-Standard. Dy. cir. last 3 mos. 
80.380 —. The eny newspaper of ng 
and advertisers. 

Utlea. recon Gaennl Contractor, mo. 
Average for 1906, 2.625. 

Utiea. Press. daily. Otto A. Meyer, publisher. 
Average for 196. 14.848. 


NORTH CAROLINA. 


Coneord. Twice a-Week Times. Actual aver- 
age for 196, 2.455; 1905, 2,262. 


Raleigh. Biblical Recorder, weekly. Av. 1903, 
8,872. Av. 194, 9.756. Av. for 1905, 10,206, 


Raleigh. ol and Observer, N. C.’s at- 
est daily. Sworn averuge 1956, leigh det gy 
than double that 0) of any other Ralei daily, 
greater than that of any other daily in the ‘Slate 

Raleigh, Times. North Carolina’s foremost 
afternoon paper. Actual daily average Jan. sat 
to Oct. ist, 1906, 6,651; 1; weekly, 8,200. 

Wiestentoten | leads ali N.C. towns in manu 
fac ‘the Twin-City Daily Sentinel leads all 
Winston Salem j papers in circulation and advg. 


NORTH DAKOTA. 

Grand Forks, Herald. Cote - 1906 
8.019. North Dakota’s Bignest aCoste 
& Maxwell, 140 Nassau 8t., N. Y. Fa TR ay 
Normanden. Av. yr. 05, 7,201. 
‘eb., Mar. and Apr., 1906, 23 95. 


OHIO. 
Ashtabula. Amerikan Sanomat. Finatsh. 
Actual average for 1905. ses Os 





Grand For! 
Aver, for Jan., 


Cleveland, Plain Dealer. 1841, Actual 
daily average 1905, 77.899 (%): yes 74.960 
(3); Dec., 1906, 69,948 datly; Sun., $7,561, 

Coshocton, Age, Darly ar. ist 6 mos. 06, 8.101; 
tn city 10.000; factory pay-rol pay-rolis $150,000 y 
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OKLAHOMA. 


Oklahoma City. Toe Oklahoman. 1905 aver. 
11,161; Nov., 1906,16,287. HE. Katz. Agent, N.Y. 


OREGON. 
Portland, Evening Telegram. Lar; exclu- 
sive circulation of any newspaper in Oregon. 


Portland, Pacific Northwest, mo. 1905 average 
18,588. Leading farm paper in Stute. 


PENNSYLVANIA. 


Erte. Times, daily. arer. for 1906, St 110, 
Dec., 1906, 17.654. E. Katz. Sp. Ag., N.Y. 


Narriaburg. Telezrapb. Sworn ar., 1906, 18.0 
570. Largest paid circulat’n in H’b g, or no pay. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.’ 


NET PAID AVERAGE FOR DECEMBER, 


226,988 copies a day 


THE BULLETIN’S circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitted. 
Wituiam L. McLean, Publisher. 


Philadelphia, Confectioners’ Journal. 
Av, 1905, 3,470; 1906, 5.514 (OO). 


Philadeiphia, Farw Journai, 
movtaly. pliers —_— Cc. _ 
pany, aa ers. verage for 
105, 563.266 Printers’ Ini 
awarded the seventh Sugar Bowl 
to Farm pot Fo the ed — 


mo. 


com- 
“municating with them 
Pg hn tts advertising coumns.” “Unlike any 


ff rBoteletta. German Dail 





Dayton. Laborers’ ® Journal. mo. 
Ganuy " U.S. and Cai 
AD. 


. agate lin flat 
, flat 
‘or 1906, 12,816 copies Sole exclu. 


deals Union ers’ paper published. 
Dayton. Religious Telesc Telescope, weekly. 20c. 
agate line. Average circulation 1905, 20.096. 
Springfield, Farm and Fireside, over \ cen- 
tury | aed eee eer. Cir. 41 000. 
Springfield. Woman's 1 Companion. 
June, 1906, ——— es,00e0 118,000 above 
rantee. Executive o ive offices, N, Y. City. 
Youngstown. Vindicator. D'y ar. '06, 18.240; 
Sy. 10,178: LaCoste ¢ Marw Maxwell. N.Y. & Chicago. 
Zanesville. ‘rimes-Recorder. Ar,’05, 10,564, 
ranteed, Leads all cthers combir.ed by 50%. 





ctr 905, daily 51. 508: y Rae omy» 44.466, 
sworn stat Cir books upen. 
Philadelphia. The Merchants’ Guide, a 
lished weekly. “‘The paper that gets resul' 
Peindelphie. The revi is 
Philadelphia’s Great Home News- 





- yh desi: bo oad citinotions for 
. Sworn ave 
circulation of the daily Press 
1906, 100,548; the Sunda day Press, 137 131803" va 
Philadelphia, West Phila. Bulletin, weekly. 
Ciroulation'S. 000. _James L. Waldin publisher, 


Pittebu: The United Pre Presbyterian. Weekl 
circulation 1905, 21,860. — 
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Weat Cheste Local News, 
=. W. Hd. Hodgson, areragesor 
15.297. In tts séth year. 
d vicis tty So nats field. Devo 
an v ye Or ti 
to home news. hense oP . = 
paper. Chester County 
tn the State in hi. 1, Ly 
Lb ag moat Grit. ane Set ue 
lewspaper. verage At) 
Butthie Thom ompaon, Reps..New York a and Chicago. 
York. Dispatch and Dally. Average for 1906, 


17.769. 
RHODE ISLAND. 
Pawtueket. Evening Times. Aver. ctroulation 
Sor 1906, 17.118 (sworn), 
Providence. Daily Journ Journal, 17.628 ( ». 
funday. 20.888 (OO). Evening ye 78s 
@veraye 1905. Provi eats agrees pubs. 


Providence, Real Estate setae! finance, 
bldg, etc.: 2,528;sub's a a re of total city tax. 


Weateriy. Sun. Geo. H. Utter, pub. Aver. 1996, 
4.627. Largest circulation in Southern R. 1, 


SOUTH CAROLINA. 
Oharieaton. Bronte Post. Actual *. “agai 
@ge for 1906,4.474. December, 1906, 4.265 
Columbia, State, Actual aver- 
aye for 1906, daily 11.227 copies; 
sem:-weekly, 2,625; Sunday, 1906, 
12.228, ctual average jirst eight 
months 1906 daily 11,005 (OO); 
Sunday 11.978 (OO). 


TENNESSEE. 
Knoxville Journai and Trib- 


UA 
CaN 
TEED 


en er mn page 


Star. 
tion, influence ans: advertising patronage. 


Knoxville. Sentinel. Car Carries more advertis- 
ing in six days than ‘4 other Tennessee news- 


paper in seven. Write 
Momoite. a Appeal, S20) Se funder, 
weekly. 1906, — oS. nday 
58.2 Smith tg 
Shicago. 
Memphis. Times, a Circulation year 
ending mber, 1906, 2.940. 


Nashville. Banner, daily. Aver. for year 190:, 
TI%2: Sor 19s, 2O.TUEs for 1905, $0,227. 


TEXAS. 

Beaumont, Texas, Enterprise. Average 1905, 
5,487; present output over 1 over 10,000 guaranteed. 
El] Paso. Herald. Av. Av. Deo. °06, 6,888; Mer- 
chants’ canvass showed HERALD in 80%" of El 
Paso homes. J.P. Smart, agt., N. Y. 


VERMONT. 
Barre. Times. daily. F. E. Langley. Aver. 1905, 

8.527; 1906, sc esis, ANE 

Burlington. Free Press. 
1906. 8.459. ,_ lai city and state 
tion. of A 
ym 

Boutpeher, Argus. Actual daily average 
$905, 3,242, 


Rutland. Herald. Arerag' Average 1904, $3,527. <Av- 
erage 1905, 4,286. 


— rei 





Albans, Messenger. daily. Actual averag 
Pa Jan , 1906 to Sept., 1906, 3.318. 
VIRGINIA. 


Danville. The Bee. Av. 1906. 2.867. December, 
1906,2,479. Largest cir’n. Only eve’g puper. 
mond. News Sworn dy. av. 1906‘ 
seus Largest in inias and Carolinas. 
inehester. pe. Bias goveusie richest sec- 
tion orth a Valley. Av. cir. 8.15%. 





Wheaties row mstie ». 


ty 
Sor Dee. net— 

day my, 88S parte 29. 444; 
week day. 2 7.278. only m’n'g 
Bola ian Seattle; only guaranteed 
. ag ag in Wasb- 
, of superior 
ue and vand greatest Bt BUYING POWER. 
WES Apo 2 Average first six months 
1906, daily, 1.5.87 8: Sunday 3 21,111: wy. 9.642. 


Tacoma, News. “Average Arst four months 
1906, 16,212; Saturday, 17,687. 


‘WEST VIRGINIA. 
Parkersburg. sentinel. daily. R. E. Hornor, 
ib. Average sor 1906, 2.442, 

Ronceverte. W. Va. News, wy. Wm. B. Blake 
& Son, pubs. ver. 1906, 2,220, 


WISCONSIN. 
Janesville. Gazette. d’ly and 8.0’y. Cire’n— 
average 1906. duily ‘B.811t 11: semi-weekly 2,683, 
Madison, State Journal, d. dy. ae me aver- 
age 1905,3,.482. Only afternoon pa; 
Milwaukee. Evening tiene, 'Y. Av. 1905, 
26.648; average 1906, 28.480 (@©). 
Milwaukee, te Journal, av vg. 
An 1ee. The pasd datty circ 
° cire 
lation of The +> —F- y cir 
18 double that of any other even- 
ing and more than the paid 
circulation of any Milwaukee 
Sunday day newspaper. 
Oshkosh, Northwestern. « daity.- Average for 
1906, 8.099. 





Racine. Wis.. Eat. 1877. wy. 
ie erage for tune i ot i 


C. Richardson. Mor. 


Sheboygan, ail: oa Average 1905 
1,610. On), bly paper wiih telegraphic service. 


WYOMING. 


Oheyenne. Tribune. Actual daily average net 
for 1906, 5,126 ; seni-weekly, 3,598. 


BRITISH COLUMBIA. 
Vaneouver. Province. daily, Arerage for 
1906, 10,161: Dec.. 1906,11.408. H. DeClerque, 

U.S. Repr., Chicago and New York. 


Pa iy Colonist, daily. Colonist P.& P. 
Uo. Arer. ae 4. 4.856 (Hh); forsw5, 4,808. 
o 8, Rep., H. C. Fisher, New York. 


MANITOBA CAN. 
Winnipeg, Free Press, aaily and weekly. Av 
erage for :w6. daily, $4.55 : datly Dec., 1906, 
86.826; wy. av. for mo. of Dec., 21.300, 


Wiggles Telegram. Daily aver. December, 
21,78 Weekl kly average, 1! 18,500. ‘Fiat rate. 
een Der Nordwesten, Canada’s 
resentative German Newspaper. Visits every 
German home in Western jada once a week 
Aver. for the year end. Dec, 1906, 16,177: aver. 
three months, 16.507. Rates 56c, per inch. 


- NOVA SCOTIA, CAN. 
Halifax, Sonat (©@) and Evening Mail. 
Otroulation, 1905,15,.558. Flat rate. 


ONTARIO, CAN. 

Toronto. Canadian Implement and Vehicle 
Trade. monthly Arerage Sor 1906, 4,540. 

Toronte, The News. Sworn average daily 

circulation for six months ending June 30, 1906, 
38.4038. Advertising rate 56c. per inch. Flat. 

QUEBEC, CAN. 

Montreni, La Presse. La Presse Pub. Co 
Lta., publishers. Actual average 1905. daily 
96,771 ; 1906, 100,087; weekly, 49,992, 

Seceeesil: Star. av. yw Graham &Co. Av. 
for 1904. dy. S675. 25.240, Av. for 1906, 
dy. 58.325; wy. 126, : 





PRINTERS’ INK. 


2 





\e ©) GOLD MARK PAPERS@60) 





Out of a grand total 
Directory, one hundred and 
marks (© ©). 


tal of 23,461 gabtiensions listed in the 1906 issue of Rowell’s American Newspa- 
are distinguish gold 


ed from all the others by the so-called 





‘WASHINGTON, D. C. 


THE EVENING AND SUNDAY STAR (@0). 
Reaches 90 of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTION. Aver. 1905, Duily 
83.590(00). Sunday 45,721. Wy,’0s, 107, 925, 


AUGUSTA Comoe (@©). Only morning 
paper; 1905 average 6. 


ILLINOIS. 

GRAIN DEALERS’ JOURNAL 
prints more cias’fi’d ads than ads than all oO! ee ‘in ie sie 

THE INLAND PRINTER, Ct Sa (© @). Act- 
ual average circulation for 1905, I 

BAKERS’ HELPER (© ©), Chicago. on Me ‘Gold 
Mark” baking journal Oldest, la beat 
known. Subscribers in every State and Rerttory. 


PR ay (© ©). Only paper in Chicago re- 
ving this oat because TRIBUNE ads bring 
p= - results. 


KENTUCKY. 


LOUISVILLE pepe ean hl es (© ©). 
paper in city ; read read by best peopl 


MASSAONUSETTS. 


Boaton, Am. Wool and Cotton Reporter. Rec- 
ogniped organ of the cotton and woolen indus- 
tries of America (Q©). 


BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1830. The only gold mark dai.v in Boston. 


TEXTILE WORLD RECORD (@©), Boston, is 
= oted at home and abroad as tre stanaard 
merican textile journal. 


WORCKSTER L'OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


p Sinnenpe lis, Minn; $3 per year. Covers 
oR, and flour traue all over the world. The 
only “Gold Mark” milling journal (©). 


NEW YORK, 


BROOKLYN meee (@©) is THE advertising 
medium of Brookly 


NEW YORK TIMES (©©). Largest high-class 
circulation. Daily city sales over J00,000. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertusing medium in this section. 


G).- A technic: hpijoer 
ng.—Times, N. 


ENGINEERING NEWS ( 
nal of character and standi 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, influence and prestige. 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical echnical paper in the world. 


VOGUE ( holds first p first placein feminine in- 
terest and Hi be place in the advertising fieid. 


ELECTRICAI, REVIEW ‘© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrica! weekly. 


HARDWARE DEALERS’ MAGAZINE, 
In 1906, average issue, ) 
D. T. MALLETT, Pub., 253 Kroai way, N. ¥, 


NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (@ ©). There area few 
ople in every community who know more 
han all the others. These people read the 
Y MAGAZINE. 


NEW Li. Jaane ¢ ©). daily and Sun- 
day. Establish mservative, clean 
= Ag man -date newspaper, whose readers repre- 

and p ig power toa high- 
crate advertiser. 


ELECTRICAL WORLD (@6).. Established 1874, 
The great international weekly. Circulation 
audited, verified and certified by the Association 
¢ American Advertisers. Average weekly cir- 

tion first six months of 1906 was 18,865. 





Olic, 
CINCINNATI ENQUIRER ( Orent—inGe- 
ential—of world-wide fame. 
medium in prosperous Middle West. “ean 
information supplied by Beck by Beckwith, N.Y.-Chicago, 


PENNSYLVANIA. 


CARRIAGE MONTHLY(O 2.3 Agno Technical 
journai; 40 years; leading vehicle magazine. 


THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. it is on the Roll of Honor and 
has the (Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The DL: Press, 
100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
©® DISPATCH e® 





The newspaper that judicious otsertiene 
e 


always select first to cover pro- 
ductive. Pittsburg fieid. Only two-cent 
morning paper wen eo @ prestige most 
Protitabie to advertise: rgest home 
delivered elreulation in. in ‘Greater Pittsburg. 











RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


THE STATE (QO), Columbia, 8S. C. Highest 
quality, large-t circulation in south © carolina. 


VIRGINIA. 
THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGEDOER ee. 
morning paper in Seattle. Oldest i 
paper read and respected by all oh 


Te 4 


WISCONBIN, 
THE MILWAUKEE EVENING WISCONSIN 
(00), the only gold mark daily in Wisconsin. 
Leas than one thonsand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA, 


THE HALIFAX ARRALD (© 


pas i EV. 
ING MAIL. Circulation 15.568, r rasta 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which it Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





OCULORADYO. 


HE Denver Post, Sunday edition. impart f 
ann am. eenaaines 4,626 different classified ads, 
8 112 columns. 


Want f. &. of the Rocky Mountain region 
The rate for Want advertising in the Post isc. 
per line eacb insertion, seven words tothe line. 


CONNECTICOT. 
ee. Conn.. MORNING RECORD 


h-class 
Ctaeeines rate, rd; 7 times. 
word. Agents ‘Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
uy A eery and Sunpay Star. Washington, 
D. C. (© ©), carries DOUBLE the number of 
Wane Abe ec any other paper. Rate 1c. a word. 


GEORGIA. 
LASSIFIED advertisements in the PREss, of 
Savannah, cost one cent a-word—three 
insertions for price of two—six insertions for 
price of three. 


ILLINOIS. 
T= Champaign NEws is the leading Want ad 
medium of Centra! Eastern Lllinois. 
‘(HE TRIBUNE publish lassified ad 
vertising than any other other Guisano newspaper. 
66YXTEARLY everybody who reads the Eng- 
N lish lan; langue in around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-o; 
Review. and that’s why the DaILy News is Chi- 
ecago’s “want ad” directory. 





INDIANA. 
fPHE INDIANAPOLIS NEWS prints every day 
every week, every month and every year. 

more paid classified (want) advertisements than 
all the other yy pay = combined. — 
tocal number it a in was $15,300. a 

average of over 1,000 ev p ang which is 126; 929 
more than all the other in her Indianapolis papers had. 


912 ¥; COLUMNS—232,685 LINES—of Want 
3 m during” the ALNED by the InpIan- 
APOLIS STAR duri e lasc six and a 
months. A record bi reaker in Newspaperdom. 
Possible because the STAR exceeds any paper in 
Indiana by over 13,000 circulation, and is read by 
more than 400,000 people daily daily. Rates, 6c. per line. 


See HAUTE TRIBUNE. Goes te 82 per 
cent of the homes of Terre Hau’ 


INDIAN TERRITORY. 
ARS Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


LOW A. 
HE Des Moines REGISTER AND LEADER; galy 
morning paper; carries more ‘“‘want” 
than any other iowa newspaper. One 
cent a word. 


4 ler Des Moines CapiTaL guarantees the lar- 

gest city and the largest total circulation 
in lowa, The Want columns give splendid re- 
turns always. ‘the rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


KANSAS. 


Art TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 


HE Topeka CAPITAL during past ten months 
T iy 2,395 ta 10,637 more than 


all peer te Tope = daly papers pers co mbined ; 5e. line 
other ry com! . line. 
Only Sunday paper. t circulation. 


MAINE. 
HK EVENING EXPRESS carries more Want ads 
than all other Portiand. dailies comvined, 


MARYLAND. 
pus Baltimore News carries more Want Ads 
than any other Baltimore dail it is the 
recognized Want Ad medium o1 Baltimore. 


MASSACHUSETTS. 

ad ae BosToON EVENING TRANSORIPT is the lead- 
ing educational medium in New England, 
It sewer more advertisements of schools and in- 
structo: all other Boston dailies combined. 
30 WORDS, 5 days, for 25 cents, 
Datty ENTERPRISE, Brock- 
ton, Mass., carries solid page 
Want ads. Circulation exceeds 

10,000. ). Try thi this paper. 


te te tee He oe 


HE BOSTON GLOBE, daily and wre +a 
the year 1906, printed a total of pre h 
vo ads. ~— of 17,530 over Pine 
re than any oth 


other 
Boston paper carried for the : year 1906. 


We Yr Ye We We Hk 


MI NNESO‘ NESUTA, 
i HE MINNEAPOLIS TRIBUNK is the recognised 
Want ad medi of Mi li 





fhe Minneapolis Daily and Sunday JOURNAL 
carries more classified anrerie than any 
other Minneapolis newspa No free Wants 
and no Clairvoyant nor o jectionable medical 
ay ae ng rinted. Ch aeinea Wante printed 
in December, 119,406 lines. Individual advertise- 
ments, 17,572. 


CIROLAT’N pe MinneaPouis TRIBUNE is 

the oldest Minneapolis daily 
- has over baseg «pe —- 
ov 


Want advertisementsevery week 

t full yond wg — 

cages a day); no free ads; price 

en both morniug and Oyen 

by Am. Newsa- ing issues. Rate, 10 cents per 
puper Di’tory line, Daily or Sunday. 





MISSOUKL. 
Ts Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Mivimum. lc. 


Ts Anaconda STANDAED is Montana’s great 


*Want-Ad”’ medium; ic.a word. Average 
circulation (1906), 10,778 ; Sundas, 14.007. 


NEBRASKA. 


LSe JOURNAL AND NEWS. Daily aver-. 


905, 27,092, guaranteed. Cent a word. 


NEW JERSEY. ° 
a NEWARK EVENING News is the recognized 
ant-ad Medium of New Jersey. 


EWARK, N. J, FREIE ZEITUNG (Daily and 
a Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 





de ee ee ee | 


go ht mg eee eee 


NEW YORE. 
PRE EAGLE has no rivals in Brooklyn’s 
classified business. 


LBANY EVENING JOURNAL. astern N. Y.’s 
best paper tor Wants ana classifies ads. 


AILY ARGUS. Mount Vernon. N. Y. Great- 
est Want ad med in W b County. 


N ;WBURGH DAILY NEWS, recognized leader 
i in prosperous Hudson Valley. Circulation, 
UFFALO NEWS with over 95,000 circulation, 
isthe only Want Medium in Buffalo and the 


strongest Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly, The rec- 
ognized and leading \Vantad medium for 
wastes _——— mail order — once 
novelties, printing. pewritcen ci:cuiars, 
robber stamps, office Bing adwriting, half. 
tone making, and practivaliy anything whicn 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat , six worus to a line, 


ATERTOWN DatLy STANDARD. Guaran- 
teed daily average 1906, 7,000. Cent aword. 





OHLG. 
OUNGSTOWN VinpicaTor—Leading “Want” 
medium, lc. per wora. Largest circulation. 


OKLAHOMA. 
dhe OKLAHOMAN, Okla. City, 16.287. Publishes 
more Wants than any four vkla.competitors. 


PENNSYLVANIA. 
‘(HE Chester, Pa.. TIMES carries from two to 
five times more ciassified ads than any 
other paper. Greatest circulation. 


RUODE ISLAND. 


T= EVENING BULLETIN—By far the largest cir- 
culation and the be:t Want medium in R. I. 


SOUTH CAROLINA. 
TA NEWs AND COURIER (©), Charle.ton, 
8.C. Great Southern Want ad medium; Ic, 
a word; minimum rate 26c. 


TH Columbia STATE (O©) carries 

yy more Want ads than’ any other 
South Carolina newspaper. 

OANADA, 

WPYHE DaiLy TELVMGRAPH, St. John, N. B., is the 

- Waut ad medium of the maritime provinces. 

Largest circulation and most up to-date paper of 

Easte:n Canada. Want ads one cent a word. 

Minimum cnarge 25 cents. 
A PRESSE, Montreal. Largest daily circula- 
4 tion in Cansaa without exception. (Daily 


95,825. Saturdays 113,892—sworn to.) Carries more 
want ads than any French newspaper in the world 
T= Montreal DaILy STAR carries more Want 
advertisements than ail other Montreal 
dailies combinea. The FAMILY HERALD’ AND 
WEEKLY STAR carries more Want advertisemeuts 
than any other weekly paper iu Canada. 
7s Med ge 3 Free PRkss carries more 
“Want” vertisements than any other 
daily paper in Canada and more advertise.nents 
of this nature than are contained in al) the other 


a 
REX PRESS carries a 
gery | ardivertising than any 
n the Dominion. 
>>—___—— 
“CLOSE TO THE HEARTS Or 
THE PEOPLE.” 
61 Ann St., 
New York, Jan. 29, 1907. 
Editor of Printers’ INK: 
_ Your classified columns ‘are excep- 
tionally good and bring a lot of 
answers—some from foreign countries. 
That is the kind of advertising that we 
find is paying. Yours truly, 


larger volume of 
other daily paper 





Stanparp EnGravinc Co. 
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THE IDEAL HOUSE ORGAN. 

The House Organ, or Trade Bulle- 
tin, which has come to be a strong 
factor in advertising, should be made 
more of in this district. The House 
Organ is a regular publication, either 
monthly, bi-monthly, or issued at other 


stated periods. he House Organ 
should prepared especially for the 
retailer. It should keep him posted on 


the goods which the jobber is to put in 
the retailer’s stores. It should in- 
struct the retailer in the best methods 
of displaying and selling the goods of 
the house. The House Organ should 
prepare the retail merchant for the 
visit of the salesman or other agent 
of the house. The House Organ might 
be made so specific and so enlightening 
in regard to the wholesale merchant’s 
supply that direct orders would result 
month by month. The value of the 
House Organ is appreciated by the re- 
tailer. We might say right here that 
many House Organs are far from be- 
ing business-getters. And we do not 
have to go far to find an explanation 
for this. 

Many of these organs are compiled 
rom the comic papers andthe » se 
columns of the dailies. Now, while a 
salesman may get on the good side of 
a buyer by cracking a joke, it is a far 
different thing to depend upon a joke 
when put in cold type to bring orders 
into the house. It must be remem- 
bered that advertising is done for the 
purpose of making business.—George 
. Bailey, Cleveland, O. 


nd 


ALL SQUARE NOW. 

Dr. Wiley, head sleuth of the adul- 
teration chasers, says that about 98 per 
cent of the persons affected by the 
Pure Food Law are honest. Many per- 
sons who were putting impure food 
on the tables of the public before thi 
legislation was enacted have hastene 
to make a change in their methods. 
They welcomed the law. 

Who, then, were the wretches who 
year after year headed off legislation 
and compelled us to load our systems 
with poisons and to unload our pockets 
by the payment of good money for 
bad food? We are sincerely pleased 
to know that these mysterious sinners 
have seen the error of their way and 
that the wicked 2 per cent have now 
joined the 98 per cent of just men who 
need no repentance.—New York Sun, 


———_--+o> . 


Joun WaANAMAKER says: “If there is 
one enterprise on earth that a ‘quitter’ 
should leave severely alone, it is ad- 
vertising. To make a success of ad- 
vertising one must be prepared to stick 
like a barnacle on a boat’s bottom. 
He should know before he begins it 
that he must spend money—lots of it. 
Somebody must tell him, also, that he 
cannot hope to reap results commensu- 
rate with his expenditure early in the 
it 


game. Advertising doesn’t jerk: 
ulls. It begins very gently at first, 
t the pull is steady. It increases 


day by day and year by year until it 
exerts an irresistible power.”—Amert- 
can Telephone Journal. 
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Printers’ [NK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


every Wednesday. Subscription 
i ‘e *, 1 a@ year, one dollar for six 
mont On receipt of five dollars four = 
—_ sent in at 4 time, will be 
down for one year each and a larger num 
at the same rate. Five cents a copy. T: 
dollars a hundred. eae from gaaee 
sup) 


all 4 pa. - > ae will be five dollars a 
bundred. 


ADVERTISING RATES 
Advertisements 20 cents a line, aon ee 
16 lines to the inch ( ); 200 lines tothe page age (910), 
For ition selected by the ver- 
tisers, { granted, double — weenenee 
On time contracts the 1. is 
to Ag to 
of publication. 
Contracts by the month, ee or year, may 
discontinued at the pleasure ‘of the advertiser, 
‘or pro 


and space used paid f 
Two lines smallest advertisement taken. Six 
"i ee pearl readin; tter is in- 
very a) Dg as z Matter is 
serted fre _ - J 


All advertisements must be handed in one 
week in advance., 


OFFICE: NO. 10 SPRUCE ST. 
Telephone 4779 Beekman. 
London Agent. F. W. Sears, 50-52 Ludgate Hill,E.C 


repeated 
co hand one week 








New York, February 6, 1907. 








Say—whether much or little 
in your advertisements — only 
what you can live up to. 


AN ounce of experience is 
worth a ton of theory. Don’t 
abandon hastily the bridges that 
have carried you safely over. 


_ Make a mistake in an adver- 
tisement, that everybody can cor- 


rect, and you will get a clew to 
its power of attracting attention. 


A REALLY new, and helpful, idea 
is sometimes of inestimable value, 
If you can put it in your business, 
or in your advertisements, you 
will be sure of fortunate results. 


PuttiNnG the price in the win- 
dow, if it is really a record-break- 
ing price, makes the goods talk 
effectively. It is often done, of 
course, but it is too often omitted. 


iT is not desirable to warn the 
public against your unprincipled 
rivals. Why let it be known that 
you have rivals? Remember what 
the Talmud says: “Do not follow 
that advice which, if followed, 
will profit him who gave it.” 


er stone Quarry—catlinite, 


m Pipes were carved. 
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A’ CHRISTMAS souvenir of the 
Manitoba Free Press is a repro- 
duction of an Indian pipe in terra 
cotta, accompanied by a book en- 
titled “The Pipe of Peace” which 
gives much interesting informa- 
tion about the red man’s pipes 
and Indian legends as well as the 
red stone from the famous Pipe- 
as it is 
termed, from which most Indian 
The Free 
Press's souvenir was made in 
England, copied from an ancient 
Indian pipe, and the shape, di- 
mensions and decorations have 
been faithfully carried out. This 
Winnipeg daily has now sent out 
six annual souvenirs of the Cana- 
dian Northwest, beginning with a 
bag of Manitoba Wheat in 1901, 
and taking in such oddities as 
Reindeer Pemmican, a Gopher’s 
Tail for luck, a quill: pen made 
from a Canada Wild Goose 
feather and a Flint and Steel such 
as were used bythe settlers in 
early days. These little souvenirs 
are now anticipated by the adver- 
tising public and not the least in- 
teresting part of them is the in- 
formation compiled to go with 
them. 


There seems to 
A Good ~ be nothing half. 
One. way or tentative 
about the new trade monthly call- 
ed Technical Literature. This 
paper, published at 220 Broadway 
by Harwood Frost, is a digest of 
engineering and other technical 
publications, both American and 
foreign, and is also to publish 
some original matter. The first 
issue of sixty-four pages is cram- 
med with well selected stuff, and 
care has been taken not only to 
get what is vital, but also what is 
obscure—fine technical informa- 
tion in the bodies of corporation 
reports, speeches, lectures, etc., 
often escapes the regular techni- 
cal press. The back pages are 
given up to a review of important 
articles in technical journals, to a 
compilation of technical books, and 
to a list of technical publications. 
The Little Schoolmaster has only 
one criticism—PrinTers’ INK has, 
in the haste of going to press 
with the new paper, been omitted 
from the last-named list, 
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: The Journalist, 

The Part edited by Allan 
of Wisdom. Forman, which 
was originally a weekly, and not 
long ago was transformed into a 
monthly, has been purchased by 
the Editor and Publisher, and 
will be incorporated with that 
paper. 

JosHuaA STEVENS, inventor of the 
Stevens rifle and a lifelong man- 
ufacturer, died January 21 at his 
home in Meriden, Conn., of old 
age. He was 92 years old. He 
worked for years in his early life 
with John Brown, and made the 
pistols used in the MHarper’s 
Ferry raid. In his later years 
his factory was transformed into 
an automobile plant, and he be- 
came at the age of 91 an auto- 
mobile enthusiast. 


Cincinnati’s Ad- 
Cincinnati vertisers’ Club 


Admen Dine. jad about sev- 
enty-five members at its annual 
dinner, January 16, in the Grand 
Hotel, that city. [Election of 
Among 


officers was postponed. 
the speakers were C. M. Steele, 


National Cash Register Com- 
pany; Ren Mulford, Jr., Blaine- 
Thompson agency; W. B. John- 
ston, Queen & Crescent Railroad; 
Francis B. James, Cincinnati Col- 
lege’ of Finance, Commerce and 
Accounting; R. T. Stanton, west- 
ern representative of the Cen- 
tury; Judge Ferdinand Jelke and 
T. W. LaQuatte, of the Red 
Book. 


Tue Circulation Club of New 
York, made up of New York cir- 
culation men from both newspa- 
pers and magazines, had its an- 
nual dinner January 22. The 
officers of this club are: John 
Condon, World, president; Ed- 
ward J. Berry, Herald, vice-pres- 
ident;. Joseph M. Scott, World, 
secretary; Frank O'’Raw, Trib- 
une, treasurer; Jesse S. Barker, 
World, sergeant-at-arms. Enter- 
tainment Committee—Edward J. 
Berry, Herald; Charles Shevlin, 
American; Michael J. Maloney, 
Morning Telegraph; John A. 
Fenton, Press; John F. Kelly, 
Racing. 


John Bruce, 
Bruce Sells senior partner in 


Out. the Bruce & Ban- 
ning agency, New York, has dis- 
sed of his interest and joined 
ucker & Vinton, a firm of con- 
tractors, as salesman. The agen- 
oy is to be known as tue Banning 
ompany hereafter, and is now a 
partnership of four men—Kendall 
Banning, formerly with System; 
E. C. Villaverde, lately advertis- 
ing manager for the Scientific 
American and American Homes 
and Gardens; W. H. Denney, the 
agency office manager, and Walter 
Mueller, head of the editorial de- 
partment. The Banning Company 
specializes largely in advertising 
for contractors, engineers, ma- 
chinery houses, etc., but also has 
some general accounts. One of 
the latter, recently acquired, is 
that of Maxwell automobiles. 


Postal The Government 
Postal Commis- 
Report. sion, after sev- 
eral months inquiry into condi- 
tions surrounding second-class 
mail, has finally submitted its re- 
port to Congress, with sugges- 
tions for changes. In substance 
this report is as follows: 

Printed matter. is divided in two 
classes, that in bulk and that sent in 
— pieces. The present rate will 
apply to bulk ——— in packages 
of not less than ten pounds. For 
single publications a sliding rate of 
about one-eighth cent per ounce is to 
be charged. Payment of rates to rail- 
roads is to be cut $3,000,000 a year. 
Publications admitted as second-class 
matter must possess value as current 
information, - fiction magazines being 
eliminated. Advertisements must be 
limited to fifty per cent, a rule that 
would probably cause increase in size 
of many magazines. All sections of a 
— must be of the same size, 
orm and weight of paper, advertising 
supplements being prohibited. Sample 
copies are to be cut to ten per cent of 
the subscription list. Publishers must 
file with postmaster a sworn statement 
of copies mailed of each issue. Blanks, 
bills, etc., must not be mailed with a 
periodical. Publications not conducted 
for profit are to be admitted. Prem- 
iums, rebates, etc., in money or mer- 
chandise, are prohibited, full subscrip. 
tion price being charged, but clubbin: 
rates can be printed and maintaine 
The bill provides for a commission 
that will exercise over the press almost 
as great powers as the Interstate Com- 
merce Commission over railroads. This 
commission will be made up of a pub- 
lisher, with two other commissioners, 
and each member receives $6,000 a 
year. 
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EARNEST Epwarps has resumed 
the real estate account of Charles 
Hallock & Company. 


Tue San Francisco Argonaut 
has been purchased by Alfred 
Holman, one of its first editors, 
and is now back in San Fran- 
cisco after nine months’ exile in 
San Jose. The price paid is said 
to be $40,000. 


Joun M. Bucktey, editor of 
the Tobacco World, Philadelphia, 
died in that city January 27, of 
pneumonia. He began his jour- 
nalistic career on the Philadel- 
phia /nquirer ten years ago, and 
lived at Mount Holly, N. J. His 
uncle, Dr, James M. Buckley, is 
editor of the Christian Advocate. 


Tue Bentz American Advertis- 
ing Agency, New York, headed 
by Walter J. Travis, the golf 
champion, has made an assign- 
ment. E. N. Blue was its vice- 
president. This concern was es- 
tablished ten years ago by Harry 
Bentz and Mr. Travis. The 
former withdrew not long ago, 
taking most of the accounts. In 
November the agency claimed 
$26,000 assets, of which $17,700 
was outstanding, and acknowl- 
edged liabilities of $12,600. 


From a 14-line land advertise- 
ment inserted four times in the 
Iowa Homestead, of Des Moines, 
beginning in October, A. J. 
Waldock & Co., of -Oklahoma 
City, Okla., received over two 
thousand replies, in, addition to 
numerous responses in person, by 
western farmers. One morning, 
on going to his office, Mr. Wal- 
dock found seven men from Iowa, 
all Homestead readers, waiting to 
be shown the lands advertised. 
The paper carries a large volume 
of land advertising, in addition to 
numerous classified advertise- 
ments of like character. It makes 
a rate of five cents a word on 
classified advertising, which is ad- 
mitted without additional charge 
to the other Pierce weeklies, the 
Farmer and Stockman of Kansas 
City and the Wisconsin Farmer 
of Madison, 


RALPH F. Briccs has become 
western advertising manager of 
Suburban Life, Boston, with 
offices in the Marquette Building, 
Chicago. 


Frank S. Colton, 
an investor, who 
bought $41,115 


A Mining 
Swindle. 


worth of stock in the Bullfrog 
Rush Mining Company, one of 
the properties promoted by the 
L 


: . Sullivan Trust .Co.,, of 
Goldfield, Nev., has brought suit 
in New York to. recover his 
money. Says the New York Sun; 


The Bullfrog Rush Mining Company 
was organized a year or so ago under 
the laws of Arizona, with a capital 
stock of $1,500,000, in $1 shares, The 
Sullivan Trust Company undertook to 
promote it. On the strength of adver- 
tisement and circulars Colton bought 
2,000 shares, for which he paid $800. 
Then he bought 7oo more, which cost 
him $315. is name being on the 
company’s books to the tune of 2,700 
shares, Colton sat back awaiting re- 
sults, but he was startled out of his 
inactivity on May 1 last when he re- 
ceived the following telegram, ad- 
dressed from Goldfield to his office in 
Pittsburg: 

“Just returned from personal in- 
spection of Rush properties. Fifteen 
feet of $30 ore opened on Rush vein, 
which has widened out to 300 feet, 
and all will mill. Eleven hundred and 
sixty feet of tunnel work done to date 
in ore. Over goo feet of Denver vein 
opened up and explored on this prop- 
erty. Considering fact that develop- 
ment work was commenced only ten 
weeks ago, showing is most phenom- 
enal of any mine in Nevada. No such 
enormous body of ore opened up in 
the Montgomery-Shoshone at same 
stage of ge gee 

“Rush bids fair to become greatest 
mine in State. Jack Campbell, our 
mining engineer, on the ground, and 
almost every miner on Bonanza Moun- 
tain buying this stock. Intrinsic value 
at this time not less than par. Full 
details by letter... L. M. Sutttvan.” 

Colton bought 100,000 shares more, 
for which he paid a modest $40,000. 
Then he waltted, for the dividends but 
none came. 

Instead, when in October he began 
to send along inquiries to Goldfield he 
learned that the +. M. Sullivan Trust 
Company regretted to inform its man 
friends and clients that Bullfrog Rus 
had not yet developed as successfully 
as was expected. By December 15 he 
found that a receiver had been ap- 
pointed for the Bullfrog Rush. Mining 
Company, and said receiver has so far 
been unable to discover enough assets 
to warrant a dividend to the _stock- 
holders. Colton speaks in an unfeelin 
ae about the offer of the L. 
Sullivan Trust Company to _ refund 
the investments of their Bu!lfrog 
clients by giving them stocks in other 
mining companies, 
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Two AND A HALF inch space 
daily is being contracted for by 
the Brunswick Steamship Co., 
which runs between New York, 
Brunswick, Ga., and Havana. 
Yearly contracts are being 
handled for this company by the 
Beers Advertising Agency, Bank 
of Nova Scotia Building, Havana, 


WESLEY <A. STANGER, for a 
number of years’ active in 
Chicago newspaper work, has 
joined the concern publishing 
Office Appliances, that city, and 
will be its associate editor. Un- 
til recently he was managing 
editor of the General Merchants’ 
Review. Office Appliances is 
published by George H. Patterson 
and Edward C, hurnau. 


Rev. Henry Martyn FIELD, a 
well-known clergyman and au- 
thor, and for forty-four years 
editor of the Evangelist, New 
York, died at his home in Stock- 
bridge, Mass., January 26, aged 
eighty-four. For many years he 
was sole proprietor of that jour- 
nal. 

At the annual meeting of the 
Book-keeper Publishing Co., Ltd., 
Detroit, Mich., held on January 
21st, the name of the company 
was changed to the Business 
Man’s Publishing Co., Ltd. The 
company is now publishing two 
magazines, the Business Man’s 
Magazine and the Book-keeper 
and Home Study. 











‘AN interesting booklet is sent 
out by Mr, H. W. Allen, adver- 
tising man fof the Rutland, Ver- 
mont, Herald. The booklet con- 
tains a short sketch of Rutland 
and gives some of the most im- 
portant industries located there. 
The city is the shipping center 
for the famous Vermont marble 
and the largest quarries in the 
world are situated near by. It 
is also the trading center for 
towns within a radius of 40 miles. 
The booklet contains a number 
of letters from local merchants 
regarding the Herald, which is a 
necessary medium for advertisers 
who wish to cover the central and 
southern parts of Vermont. 
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The March 
METROPOLITAN 


issue of THE 
R MAGAZINE—a 
Special Motor Boat Number 


—was a revelation in the 
matter of Motor Boat Adver- 
tising. It carried a big form 
full of attractive ads of the 
most prominent makers of 
Motor Boats and Motor Boat 
accessories, 

















Tue Lord School of Practical 
Advertising, located at 111 Ger- 
man Savings Bank Building, New 
York, has divided its complete 
course into five parts, and will 
accept students in any one of the 
five. The courses are classified 
as follows: Practical Advertising, 
General Advertising, Mail-Order 
Advertising, Soliciting Retail Ad- 


vertising, and Retail Advertising. 








AN unusual feature of the 
Morning Star, of Rockford, IIl., 
on January 22, was a full page 
advertisement for a religious re- 
vival held at the Court Street 
Methodist Church, that city, Com 
siderabie advertising for revival 
purposes has been done in Rock- 
ford, but this beats space records. 
The copy was not elaborate. It 
consisted of the statement that 
salvation is free, and invited the 
public to come to church that 
night and hear about it. 
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Unpleasant Mt. A. L. Sut- 
But Sal ton, chief of Di- 
ut lutary. vision of Exploi- 
tation of the Jamestown Exposi- 
tion, which opens April 26th, 
finds the ruling of the In- 
terstate Commerce Commission, 
that forbids the swapping of 
newspaper space for railroad 
transportation, is likely to work 
injury to that deserving and com- 
mendable enterprise. In a com- 
munication addressed to newspa- 
per men, urging them to bring 
pressure to bear upon Congress- 
men to bring about a reversal of 
the ruling, Mr. Sutton says: 
Since the adverse ruling of the In- 
terstate Commerce Commission, the 
sentiment among newspaper men has 
been that the ruling was unjust, and 
that it infringed upon the right of con- 
tract. Since this department has taken 
up the matter, I have received letters 
from almost every Press and Publish- 
ers’ Association in the United States, 
and, without exception, I find that 
newspaper men desire a restoration of 
the old arrangement, and this desire 
is based upon the best possible reasons, 
ing a practical newspaper man 
myself, I can appreciate how the editor 
at his desk feels in regard to the In- 
terstate Commerce Commission’s rul- 


ing, and in my position as Chief of 


Exploitation—being in touch with the 
entire press of the country—I believe 
I have a better understanding of the 
drift of sentiment than most people 
interested in this matter. Of course, 
my immediate and special interest in 
making this effort to restore old condi- 
tions, is the fact that I see what effect 
the new ruling is having upon the 
Jamestown Exposition, and will have 
upon all expositions held in future, 
Great expositions are international and 
world institutions more than they are 
private or local enterprises, and as all 
intelligent people acknowledge _ the 
effect for good, educationally and in- 
dustrially, that expositions have had, 
it seems to me to be of vital interest 
to the people in general that the in- 
hibition against the manner of a rail- 
road making payment for advertising 
contracts be removed. 

Expositions are dependent for their 
success upon the generosity and ser- 
vices of newspapers for exploitation. 
It is the newspaper that tells the people 
what expositions are to be, and through 
the medium of their news columns peo- 
ple are induced to visit them. If the 
og ™ visit the expositions, they must 

brought by the railroads. The 
newspaper man has space to sell; the 
railroad has transportation to sell. The 
newspaper man wants transportation; 
the railroad wants advertising. If the 
railroad is willing to trade its trans- 
portation for newspaper space, and the 
newspaper is willing to trade its space 
for transportation, it would seem only 
just that they be permitted to write 
their contract without the interference 
of a law which appears to well-in- 
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formed men to be an infringement of 
the right of contract, which is one of 
the fundamental principles of liberty 
and law. 

This department is not taking the 
attitude of sitting as a High Court 
upon this question, but simply stating 
the case as it appears to me after care. 
ful consideration, I have been in touch 
—as above stated—with various Press 
Associations, and recently a_ special 
committee of the National Editorial 
Association visited the exposition, and 
after a conference with this depart- 
ment, it was found that their views 
coincided with mine, and it was de- 
cided to use every possible effort to 
restore old conditions. I believe I can 
say—and there are some reasons why 
my judgment may be considered com- 
petent—that, unless this law be amend- 
ed, or a favorable ruling secured, that 
expositions, to be held in the United 
States in future, will, instead of being 
great national and international insti- 
tutions, have their spheres of influence 
circumscribed to such an extent as 
might be considered merely local, for, 
without the help of the Press, no _ex- 
osition can be made a success. This 
aw also threatens the life of every 
Press and Publishers’ Association, for 
obvious reasons, and viewed from any 
possible_side, it seems to be detrimental 
to the Press directly, and indirectly to 
the country in general. 

The Legal Department of the Monon 
Railroad has made a test case in Chi- 
cago, Ill., and the Supreme Court of 
the United States is to be asked to 
pass upon the question whether a rail- 
road company can issue transportation 
in exchange for advertising in news- 
papers. The Monon takes the view of 
the case as held by the newspapers, 
and the company’s attorneys urge that 
the ruling of the Interstate Commerce 
Commission denies the freedom of con- 
tract to a — class. The rule, 
as universally stated and upheld by 
the courts is: “What the parties 
agreed shall constitute the payment, 
the law will adjudge to be payment. 
It is competent for parties to designate 
by their contracts how and in what 
payment may be made. It is by no 
means true that. payment can be only 
made in money; on the contrary, it 
may made in property or in ser- 
vices.” 

“The inhibition,” they added, against 
charging a “greater or less or different 
compensation,” relates alone to a dif- 
ference in the “established rate,” and 
not to the manner of makng payment. 


Printers’ INK is of the opinion 
that if the decision complained of 
is allowed to stand it will greatly 
tend to elevate and sustain the 
self-respect of newspaper men, 
will add to the net income of the 
more deserving publications, save 
a whole lot of money to the rail- 
roads, and lead to a more im- 
partial treatment by the press, of 
questions concerning transporta- 
tion, than would ever come about 
under old conditions. 
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Tue Classified Advertiser is a 

neat little monthly issued as a 

business-getter by the liner de- 

partment of the Review of Re- ‘ood = 
views. It reproduces each month’s YOu that you would read it with 
classified pages from that maga- ¢ithusiasm in the form ofa stone 
zine and deals with methods of Proof on the cheapest kind of 
using space, writing copy, etc. newspaper. 

= Other people don’t like it that 

F nnigps Pees td ry! * way. 

editor and publisher of the San : : 

Antonio, Texas, Express, died on It is your news, and not theirs. 

January 20, age 59 years. The From your natural attitude of 

Express ranks as one of the deep, personal interest you can- 

South’s leading papers, and the not reach out and attract atten- 

growth of the enterprise has been tion—you must place yourself in 

chiefly due.to the journalistic and the other man’s thoroughly care- 
business ability of Mr. Grice. less and uninterested position. 

5 This is a mighty important 
The detailed report of thing to take sain gemadiienationn in 
copies printed by the the preparation of your printed 
agp ayo Star dur- matter. 

Sisaie tae of we It must be so clever and so 

and a Sunday avefage issue of Stfong as to compel attention and 
,318 copies. The comparative "espect from the most indifferent. 

gures of advertising in the For this reason the most care- 

Washington dailies during 1906, ful attention must be given to 

as given by the Star, are as fol- every branch and detail of the 

lows: ; production of a piece of printed 

Total Average Paid matter, no matter whether it be 

Columns per dav Classified 4 Jittle mailing folder or sump- 


Your story sounds so good to 











Star ++ 30,003.64 82.20 9,740.47 , 
Post .. 21,016.66 57.57 4,344.03 tuous catalogue—it must always 
Times .. 17,819.02 48.82 4,766.76 be borne in mind that there is a 


stiff wall of indifference to be 


Tue brief on second-class broken down. 
postal rates, delivered by Robert * * * 
J.Collier before the Postal Com- We are naturally able to look 
mission at Washington, has been at a printing proposition from the 
printed in pamphlet form for dis- standpoint of those to whom it is 
tribution on behalf of the Period- to appeal. This is a point of 
ical Publishers’ Association of view which differs from yours 
America. Mr, Collier submitted and differs almost as widely from 
several questions to prominent that of the ordinary printer. 
magazine publishers. One o ; 
them was: “Would you be will. We should like to have an op- 
ing, if the present postal rate is POrtunity to tell you just what 
maintained, to file each year a COUTse a printing order takes in 
sworn statement of circulation, this establishment and what is 
paid, free, sample copies, ex- done at every stage of the work 
change, etc., with the Postoffice to make its success a certainty. 
Department?” To this query he Wouldn’t this interest you? 
got fifteen replies in the affirma- 
tive and three in the negativee THE ETHRIDGE COMPANY, 
The publishers who replied were: Hartford Building, . 
Ladies’ World, Suburban Life, Judge No. 41 Union Square, 


Company, Harper & Brothers, Christian 

Endeavor World, Ridgway Company, Telephones 4847-8 Stuyvesant, 
Doubleday, Page & Company, House- 2 

keeper, Etude, Pearson’s, System, Re- New York City. 

view of Reviews, Religious Press As- 

sociation, D. ay & Company, 

Success, Little Folks, Funk. & Wagnalls 

Company, Burlington Magazine. 
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Tue Albert Frank Company is 
sending’ out 5,000 line orders for 
the Great Northern Railway & 
Steamship Company. 


A STATEMENT of advertising 
carried in 1906 by Farm and 
lHiome, Springfield, Mass., shows 
that this journal led two other 
agricultura! journals that, with 
farm and Home, are said to con- 
stitute the “Big Trio” in the 
monthly and _ semi-monthly field. 
Farm and Home _ (Springfield, 
Mass., semi-monthly) carried 
174.763 lines during the year, an 
average of 14,564 monthly, The 
Farm = Journal (Philadelphia, 
monthly) carried 105,645 lines, or 
8,804 monthly. Farm and Fire- 
side (Springfield, Ohio, semi- 
monthly) carried 91,641 lines, or 
7,637 monthly. Mr. Atkinson, in 
Philadelphia, issuing half as many 
copies as his esteemed contem- 
poraries, seems to have nothing to 
complain about. 


The Furniture 
How About ; ournal, of Chi- 


It? cago, devotes 
considerable space in a recent is- 
sue to assertions that there is not 
now so much furniture advertis- 
ing in the large general maga- 
zines as there used to be. A pretty 
melancholy mortality bill is made 
out: 

The trade knows of the melancholy 
fate which overcame Fred Macey, who 
did some mighty good advertising, but 
who died a bankrupt. long line of 
furniture mail-order houses followed in 
Mr. Macey’s wake, but the only present 
imitators are the Bishop Furniture Co. 
and the Furniture Manufacturing Co. 
of Grand Rapids, which are much the 
same thing, and the Grace Furniture 
Co. Mr. Bishop is doing much less 
advertising than he did and the Grace 
Furniture Co., while still in some of 
the magazines, has to be hunted for 
long and earnestly, so limited is the 
amount of advertising which this com- 
pany is placing, and its ads are only 
to be found in some of the cheaper 
mediums. The Globe-Wernicke Co, is 
still the largest user of space in the 
magazines, but the policy of this com- 
pany is so well understood, it protects 
the retailer so thoroughly, has so large 
a plant and does so extensive a busi- 
ness that there has never been a suspi- 
cion attached to this advertising. The 
company seems to have done the best 
advertising done by any maker of fur- 
niture—and it should be remembered 
that it was the pioneer in the advertis- 
ing of a specialty. The Gunn Co., 


Lundstrom, and some others are still 
in the field. Of course, Ostermoor, who 
was among the first of the manufactur. 
ers to use advertising space freely, 
and who has since been compelled to 
modify his plan of selling direct to the 
consumer, by using the retailer to dis- 
tribute goods, still occupies full page 
spaces in the majority of the maga- 
zines, but he is no longer in preferred 
space. He has succeeded in establish- 
ing the felt mattress and selling the 
product of his factory at high prices 
although the fact that every other bed- 
ding manufacturer of the country now 
makes a better article and sells it at 
less money must have made inroads 
even upon the business of Ostermoor. 
The Hastings Table Co. and the Tyden 
Lock have dropped out of the maga- 
zines, the Grand Rapids Furniture 
Manufacturers’ Association no longer 
indulge in trademark advertising al- 
though the Berkey & Gay Furniture 
Co. have been trying it out during the 
past year with its own trademark help- 
ed by a pretty generous amount of ad- 
vertising in most of the periodicals. 
Oscar Onken and his Shop of the 
Crafters has come down from half page 
space to quarter pages and is not 
found in as many magazines as in pre- 
vious years. Of course, one of the 
explanations of why the manufacturers 
are less in evidence may be that they 
have had so much business that they 
do not find the necessity for large ex- 
penditures. The C. F. Streit Manu- 
facturing Co. is still. using quarter 
page’ spaces for the advertising of its 
specialties and the Heywood-Wakefield 
Co. has been a pretty generous user of 
space in a sanoee of periodicals. Of 
course, the retail establishments like 
the Tobey Furniture Co. and the Rob- 
ert Mitchell Furniture Co. are still ad- 
vertisers in the magazines. S. Karpen 
Bro., who for a_ time were the 
largest advertisers of ‘furniture, have 
considerably reduced their space, al- 
though they are still using a few of 
the highest priced mediums. They have 
been resorting lately to other methods 
which seem to have proven quite as effi- 
cacious. Since G. P. McDougall & Son 
discovered that money for advertising 
could be spent faster than it could be 
gotten in from the sale of goods they 
have of course been out of the maga- 
zines. The Hoosier Mfg. Co. and the 
Elwell Kitchen Cabinet Co. are still 
using mediums like the Ladies’ Home 
Journal and the Delineator but the ex- 
perience of these manufacturers is not 
conclusive that the investment pays. 


There may be some truth in 
these assertions. Then, again, 
there may not. ‘Half the firms 
mentioned have been advertising 
in general magazines for years, If 
they have discovered that it does 
not pay the discovery must have 
come with a-short, sharp shock, 
for most of them are on record as 
to the efficacy of general adver- 
tising. This page of the Furni- 
ture Journal reads a good deal 
like sour grapes. 
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F. W. Devoz, New York, is 
asking rates direct on paint ad- 
vertising. 


THe New York Advertising 
League held its first dinner of 
the year’ on January 29, in the 
Aldine Association Rooms. The 
speakers were F. James Gibson, 
of the New York Jimes; Robert 
M. Winkley, manager of the 
Publicity Department of the Pope 
Manufacturing Company, and 
Chas. Snowden Redfield, adver- 


tising manager of Yale & Towne. 


Winnipeg Paily 

Business. continent in re- 
cent years have enjoyed a period 
of unexampled prosperity, and 
PrinTERS INK has from time to 
time chronicled some remarkable 
instances of growth in the news- 
paper field, but it is doubtful if 
any paper can show the same rel- 
ative increase in material prog- 
ress as that exhibited by the Free 
Press of Winnipeg. 

Winnipeg, not so many years 
ago, was a small hamlet and the 
average citizen of the United 
States regarded western Canada 
as a frozen wilderness. To-day 
Winnipeg has a population of 
over 100,000. In the past four 
years it has constructed 9,888 
buildings, aggregating in value 
according to the Municipal Build- 
ing Inspector, $42,835,925. Last 
year’s building operations amount- 
ed to $12,760,450, representing 
3,508 structures, According to the 
official statement of the Govern- 
ment of the United States these 
figures exceeded the value of the 
building permits of any: cities in 
the Union up to 300,000 in popula- 
tion during the same period. The 
bank clearings of this city have 
shown yearly increases during the 
past four years of $100,000,000 
annually, the figures for 1 
reaching $504,585,914. The rat- 
able assessment value of property 
in the past year jumped over 
$20,000 000. The customs returns, 
the inland revenue receipts and 
the postal revenues have shown 
relatively the same heavy in- 
creases, 

The prairies west of Winnipeg 
produced, in 1906, 201,020,148 


newspa- | 
pers all over the: 
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bushels of grain and the cattle 
exported put $4,000,000 into the 
pockets of the farmers. So great 
has become the per capita wealth 
of the people that the United 
States manutacturers are appre- 
ciating more and more its value 
as a market for their products. 

The figures presented in the 
annual statement of copies print- 
ed of the Free Press for 1906 af- 
ford some idea of the great de- 
velopment which has taken place 
and tend to bear out the prophesy 
of J. J. Hill of the great future 
which lies before this section of 
the continent. According to the 
statement referred to, the daily 
edition of the Free Press reached 
an average of 34,559 for the year, 
an increase of 4,51I copies per 
day over the preceding year. Lhe 
Free Press publishes a big week- 
ly edition which printed an av- 
erage of 23,650 copies during the 
year. 

As users of white paper in 
Canada the paper now ranks, it 
is said, as the third largest news- 
paper customer of Canadian pa- 
per mills, its consumption of 
news print having jumped in a 
few years from 300 tons per an- 
num to over 2,000 tons. 

The Free Press was the first 
daily in Canada to introduce the 
flat rate of advertising, and it has 
for years adhered to this method 
of selling its advertising space. 
To-day no daily newspaper in the 
Dominion approaches it in the 
general volume of advertising 
printed, and few of the dailies of 
the United States, with Sunday 
editions, surpass it. In 1905 it 
printed 5,820,450 lines of display 
and 2,192,625 lines of classified, 
or a total of 8,013,075 lines of 
general advertising. In 1906 its 
advertising patronage showed a 
gain in excess of three-quarters 
of a million lines over the pre- 


906 ceding year: 6,067,050 lines of 


display and 2,717,625 lines of 
classified or a total of 8,784,675 
lines of general advertising have 
been carried. This great volume 
of advertising business is equal 
to an average patronage of over 
93 columns per day, every issue 
for the year 1906 having carried 
on an average in excess of 28,000 
lines, 
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N. W. Aver & Sow are placing 
contracts for Dent’s Tooth-Ache . 
Gum. 


Tue J. H. Woodbury advertis- 
ing is being renewed by Wood- 
bury, Ltd. 


Tue Hand, Knox & Cone Co. 
have added the Salt Lake Herald 
to their list. 


Tue C. T. Raynolds Company 
are asking rates on paint adver- 
tising—direct. 


RupotpH GUENTHER is placing 
contracts for the 20th Century 
Light Company. 


Tue Presbrey Agency is plac- 
ing advertising for Henry Holt & 
Co., publishers. 


THE Underwood Typewriter 
Co. is placing reading notices in 
large city dailies. 


CaLkins & Hope are placing 
3,300 line contracts for the Na- 
tional Phonograph Co. 


THE business of the Savage 
Arms Company is going out 
through Street & Finney. 


Tue North American Music 
Company is sending out orders 
through Rudolph Guenther. 


O. W. Rutanp, New York, is 
placing large copy for the Phenix 
Insurance Company, Brooklyn. 


Tue Arnold & Dyer Agency of 
Philadelphia is asking rates for 
Kirschbaum Clothing on 500 
inches. 


Tue Geo, B. Van Cleve Com- 
pany is placing 4o inches of ad- 
vertising for Sea Foam Baking 
Powder. 


Tue M. B. Wilson agency, 
Flatiron Building, New York, has 
removed to Broadway, corner of 
goth street, 


G. H. Havutenseck will place 
new contracts on March 1st for 
the Waltham Watch Company, 
Waltham, Mass, 


Acme Washing Machines are 
being advertised in magazines by 
the Mumm-Romer Agency, Col- 
umbus, O, 


Tue J. Walter T Thompson Co. 

. Y., has secured the account 
of Geo. A. Kessler & Company 
for Moet & Chandon White Seal 
Champagne. 

SENATOR W. ALDEN SMITH, 
just elected from Michigan, and 
formerly a Congressman, is a 
publisher, owning the Herald, of 
Grand Rapids, Mich, 


Tue Tobey Advertising Agen- 
cy, Chicago, is placing 5,000 lines 
in Sunday papers of Cincinnati, 
Pittsburg and Kansas City, for 
Dr. D. D. Richardson’s Sani- 
tarium. 


Earnest Epwarps, New York, 
will place shortly new orders for 
the Winchester Chemical Com- 
pany in newspapers. This busi- 
ness hitherto has appeared only 
in magazines. 


CuHartes T. CooKk, president of 


Tiffany & Company, ‘and for nearly 
forty years active in its manage- 
ment, died at his home in New 
York, aged seventy-one, January 
26. He entered the employ of the 
house when twelve years old, and 
had been with it sixty years. 


THe Greater Des Moines Com- 
mittee, Inc., which has been 
searching for two months past 
for a secretary, has chosen Lucius 
E. Wilson, assistant secretary of 
the Detroit Board of Commerce. 
Mr. Wilson began his work in 
Des Moines the 1st of February. 


THE Lyric Theater, New York, 
has recently obtained a good deal 
of notice in the Press through its 

“escort service,” @ new wrinkle 
in theater management. Any lady 
attending the Lyric, coming by 
herself in the early hours of the 
evening, can have a uniformed 
escort to take her home by leav- 
ing word at the box office. The 
theater has five of these escorts, 
and they make a fine advertise- 
ment lined up in the lobby as 
patrons are coming in, 
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IN BEHALF OF THE BILL- 
BOARDS. 


Although nearly every success- 
ful advertiser, particularly the 
national advertiser, recognizes the 
value of a reputable advertising 
agent's services for press an- 
nouncements, how very few ad- 
vertisers realize or know aught 
about the special services ren- 
dered by the outdoor publicity 
promoter, 

The intrinsic value or strength 
of outdoor publicity is forcibly in- 
dicated by records showing that 
there is now in actual active ex- 
istence over 2,695,836 lineal or 
running feet of billposting fences 
distributed in 2,726 towns and 
cities of the United States and 
Canada. As each of these bill- 
boards is built at least the regu- 
lation ten feet in height, it is an 
easy matter to compute the flat 
posting frontage of these boards 
as embracing a superficial area of 
over twenty-six million square 
feet of space in active use for 
poster display advertising, and 
upon which space the advertiser 
can contract to have his paper not 
only posted, but also protected 
and from time to time renewed, as 
inclement weather and other ad- 
verse conditions might necessitate. 
Moreover, the general legitimate 
character of this service, whether 
it be in the advertiser's own city, 
or in some distant town, is guar- 
anteed by the National Associa- 
tion of the Associated Billposters 
and Distributers of the United 
States and Canada. 

This great aggregation of over 
twenty-six million square feet of 
billboard space, supplemented with 
electric-lit signs, bulletin boards 
or painted signs on gable walls, 
barns, etc., all represent much 
tireless energy, unremitting labor, 
and a vast amount of money ex- 
pended by the billposters. 

This development of outdoor 
display, practically all within the 
past two decades, has not been 
achieved through any booming 
or extraneous efforts on the part 
of the billposters. In many in- 
stances the development has been 
most rapid where the billposter 
has had to silently ignore the 
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bitterly expressed hostility of the 
mewspaper and magazine owners, 

The owners of billposting fran- 
chises, who practically control 
outdoor display advertising, un- 
like newspapers or magazine pro- 
prietors, do not and never have 
had to pay any commission or 
make any reduced rates on busi- 
ness introduced by advertising 
agents, 

Amongst advertising agents 
placing general advertising, there 
are only ten distributed through- 
out the United States who can 
place outdoor advertising on a 
commission basis. 

The Billposters’ National Asso- 
ciation appoints and at present 
permits, all told, only 18 official 
representatives (including the 
aforesaid ten advertising agents) 
to solicit billposting upon a com- 
mission basis, and woe indeed to 
any one of these eighteen official 
solicitors if caught splitting with 
the advertiser the fixed commis- 
sion of sixteen and two-thirds al- 
lowed by the billposters on the 
amount of business turned in by 
the solicitor. 

The Billposters’ National Asso- 
ciation fixes the rates for regular 
billposting in every city and town 
throughout the United States and 
Canada; and as each proprietary 
billposter, by virtue of his fran- 
chise from the National Associa- 
tion, is protected from any com- 
petition in his home. town it is 
easy to understand how the fixed 
rates for posting the various cities 
and towns can be and are strictly 
adhered to, 

The facts, as above stated, dis- 
close the reasons why the ordinary 
advertising agent never bothers to 
study up or advocate the advan- 
tages of outdoor display advertis- 
ing. Why should he? There is 
nothing in outdoor display adver- 
tising for the regular advertising 
agent in the way of remuneration. 
On the other hand there is often 
a decided loss to the advertising 
agent immediately his client, the 
regular newspaper advertiser, 
wakens up to the fact that upon an 
appropriation of say $300 per day, 
per week or per month, he can 
often, by diverting to outdoor dis- 
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play $100 of that $300 appropria- 
tion, so effectually reintorce the 
newspaper advertising as to make 
the $200 expended on the news- 
papers doubly impressive and ef- 
jective, although less remunerative 
to the advertising agent, owing to 
its curtailment in cost, in order to 
provide for the expenditure on 
outdoor display. 

Referring to newspaper adver- 
tising it can be substantiated that 
out of nearly 25,000 American 
newspapers less than 8,000 can 
claim or get credit for printing 
more than 1,000 copies regularly, 
and of these 8,000 there is less 
than one in four, viz., 2,000 who 
care to show a definite or satis- 
factory annual report of copies 
printed, and so reveal their aver- 
age issue irrespective of ex- 
changes, returns, tree, and unsold 
copies. Respecting billposting; it 
can be proved that taking 3,000 
towns, including all the important 
cities of the United States and 
Canada, the United Billposters 
who also cover country routes, 
both for posting and distributing 


purposes, can give the advertiser 
a circulation of practically the en- 
tire population, 

It may seem exaggerated yet it 
remains a simple fact that while 
the advertising agent has placed 


the owners of magazines and 
newspapers under many obliga- 
tions that enabled them to broad- 
en and upbuild the modern news- 
paper or magazine of low price 
and wide circulation, the adver- 
tising agent has always been treat- 
ed with a sort of quiet contempt 
by the owners of the big billpost- 
ing plants, many of whom have 
never personally solicited or had 
a canvasser or agent to solicit 
billposting since the day they 
dropped off some circus wagon, 
annexed a few “daubs” in the city 
they found open for exploitation, 
started an office in some hole-in- 
the-wall, and only hustled to se- 
cure locations upon which to erect 
billboards to accommodate the 
ever increasing quantities of paper 
dumped indiscriminately into 
their billrooms by the advertiser. 

In New Zealand the newspa- 
per’s attitude toward billboards is 
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singularly propitious. The writer 
some thirteen. years ago after 
opening Australian ground and 
within three years successfully 
working up an enormous trade 
for Foster's bottled beers and 
stout throughout Victoria and 
New South Wales, was sent to 
open virgin ground in New Zea- 
land, and upon proceeding to place 
his billposting, was somewhat sur- 
prised to find that in the Land of 
the Moa the billboards were gen- 
erally owned and controlled by 
the owners of the leading local 
newspapers, and that no one could 
make use of the boards unless 
they at the same time made liberal 
use of those newspapers, the own- 
ers of which absolutely controlled 
all billposting in their respective 
cities. 

The billposters of the United 
States, fortunately for the adver- 
tiser, are absolutely independent of 
any parties who may control any 
other seam of advertising or the 
monies to be expended thereon. 

In respect to outdoor display 
advertising the need of an out- 
door publicity promoter is more 
imperative than the advertising 
agent in any other branch of the 
advertising business. 

Newspaper advertising and 
poster or outdoor display should 
not be held antagonistic but in 
most instances should be con- 
sidered as complementary, just as 
distribution of free samples is 
often made complementary to the 
best efforts of the traveling sales- 
man,.or just as a well developed 
and easy working follow-up sys- 
tem of correspondence is made to 
cover a fusilade of catalogues, 
pamphlets, illustrated leaflets or 
circulars, to reinforce a_ certain 
kind of magazine advertising 
which may have pulled the ori- 
ginal inquiries and. for which pur- 
pose that particular seam of ad- 
vertising was distinctly advan- 
tageous, 

The advertising man who can 
assist the advertiser in selling the 
greatest amount of goods at the 
least expense is the man who ma- 
terially reduces the selling cost 
and so increases the advertiser’s 
profit; and that advertising man to 
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succeed must also have a_thor- 
ough practical knowledge of the 
development of trade entirely out- 
side any general or special forms 
of advertising, 

Special trades require special 
mediums for their advertising, and 
the specialist in regard to outdoor 
display is the man to consult when 
that form of advertising is con- 
sidered advantageous, either singly 
or as a reinforcement to any 
other form of publicity. 

The primary mistake generally 
made by the new patron of out- 
door display is when he first takes 
his own or the newspaper agency 
man’s copy to the color printer 
and, as a matter of course, expects 
a poster that will absolutely sell 
goods or at all events materially 
help to popularize his store or the 
commodity advertised, 

As a starter the new poster 

patron usually favors, at the most, 
an 8-sheet which in size is 9% 
feet high by 7 feet wide, and which 
certainly looks big space on the 
inside wall of an office to the ad- 
vertiser who invariably determines 
to say and show too much upon 
it, ; : 
To post three hundred 8-sheet 
posters and keep the same display 
for an entire month upon the reg- 
ular billboards of either Boston or 
Buffalo would cost $336. To post 
cne hundred 24-sheet posters each 
94 feet high by 22ft. in length, 
or just 3 times the size of an 
8-sheet, for the same period in 
either of the said cities, would cost 
exactly the same amount, viz., 
$336; and as the pro rata cost of 
the printing on a big run of either 
size poster would be about the 
same, the question naturally 
arises, which poster should the 
advertiser make use of; and that 
question is one that cannot be 
readily answered even by the ex- 
pert until after a thorough dis- 
cussion of various other points 
that have to be taken into con- 
sideration, quite apart from the 
size and general character of the 
cities to be billed. 

A poster to be most effective 
from a selling standpoint. should 
not only be a combination of 
beauty and strength in design and 
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coloring but should be sufficiently 
large to contain and display the 
distilled essence of the selling 
argument in type large enough to 
be easily read by him who rides 
as well as runs. 

To properly display that which 
is essentially necessary may re- 
quire a sixteen, a twenty, or a 
twenty-four sheet poster, and to 
crowd the essential matter into an 
eight, or even a twelve-sheet may 
cause it to be dwarfed or over- 
ridden by the more striking or 
easily read posters that will event- 
ually flank it on either side, and 
that is the only one reason why 
the colored sketch with so many 
artistic or superfluous details sub- 
mitted by the artist or color 
printer does not always pan out a 
winner, when as a poster it has to 
take its place and do its work upon 
the outdoor picture galleries of 
this country. 

With the aid of an outdoor 
publicity promoter it is possible 
to avoid the many shoals and 
quicksands that compass the seas 
of outdoor display. It is even 
possible for an expert to so de- 
sign an artistic and practical pic- 
torial poster such as “Bubbles” of 
Pears’ Soap, that it will sell goods 
to the illiterate or the foreigner 
unable to read English and at the 
same time, by introducing a fac- 
simile of the article itself, so edu- 
cate the consumer’s eye to the 
general “get up” of the label, etc., 
that the “something just as good” 
type of retailer cannot combat 
with a rival line that might other- 
wise be foisted upon the con- 
sumer. 

If it is true that half the battle 
for outdoor publicity is won by 
the right kind of poster it is 
equally true that the other half of 
the struggle is won by securing 
the right kind of locations upon 
which to post the right kind of 
paper. Billposting rates in the 
big cities may vary from four’ 
cents per sheet per week to over 
a dollar per week, for preferred 
space upon special locations, and 
yet it is not always the most ex- 
pensive locations that will turn the 
trick in favor of the advertiser. 
For certain lines of goods the 
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most expensive locations may be 
the weakest to attract or catch 
the eye of those to whom the 
goods will readily sell. 

In the race for publicity, bill- 
posting is undoubtedly handicap- 
ped unless the “showing” is made 
under the guidance of one whose 
judgment is based upon experi- 
ence embracing a little more than 
a superficial knowledge of the 
fixed billposting rates of the vari- 
cus towns and cities, the general 
character of the various plants 
and the quantity of paper each 
individual billposter may consider 
necessary to make an average dis- 
play in his particular town or 
district, 

Every big city plant has numer- 
ous billposting fences which in 
whole or part may for the in- 
dividual advertiser be either good, 
bad or indifferent; and even after 
a presumably good location has 
been selected from that perplexing 
puzzler, the submitted list, it often 
happens that when the paper is 
posted upon the only space vacant 
upon that particular fence it is 
found upon inspection to be not 
quite where the advertiser ex- 
pected to see it posted. 

The bilboards erected in every 
city at certain points of vantage, 
coincident with the greatest travel, 
and well calculated to catch the 
eye of the class likely to patron- 
ize the commodity advertised, 
may at certain periods of the year 
be running bumper high, with 
not sufficient open space to carry 
a postage stamp, while other 
boards in that same city may at 
the same time be carrying dead 
paper and consequently offering 
abundant open space upon which 
to secure front showings, but only 
to a class of the communit. utter- 
ly indifferent to the commodity 
advertised. 

All the regular billboards upon 
Fifth avenue in New York City, 
cost no more to post than those 
upon First avenue, but if all the 
boards upon the patrician avenue, 
at the time of the advertiser’s re- 
quirements, offer no suitable open 
space, that condition of affairs 
should not constitute valid grounds 
for sticking up posters advertising 
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a high-class, expensive article 
upon the boards of a distinctly 
plebian thoroughfare like First 
avenue, however good the latter 
avenue might be for the purpose 
of billing a ten for five cent pack- 
age of cigarettes. 

The New York Herald is un- 
doubtedly one of the best press 
mediums to catch the eye of all 
sorts and conditions of horse- 
buyers. The occasional full-paged 
horse auction ads in the New 
York Sunday Herald of the Fiss, 
Doerr & Carroll Co., the largest 
horse dealers in the world,’ have 
repeatedly and ettectively been re- 
inforced by 16-sheet and 12-sheet 
posters contemporaneously an- 
nouncing the same sales, .but note 
ho. differently the two mediums 
are in their availability to the ad- 
vertiser. Suppose half a dozen new 
advertisers, each determined to 
give the New York Herald a full- 
page advertisement for one partic- 
ular issue; the newspaper has only 
to insert an extra sheet or two 
and so accommodate the increased 
patronage. It is, however, an en- 
tirely different matter for the bill- 
poster to increase the size of his 
plant. In the big cities Mr. Bill- 
poster is accustomed to thank his 
lucky stars if, always on the look- 
out for suitable locations, he can 
periodically secure the privilege 
to build five new billposting fences 
as against every three he has to 
pull down and remove to make 
way for new buildings in course 
of construction. 

Success or failure in outdoor 
publicity hinges more or less upon 
the following factors: design of 
poster—adequate display upon the 
right kind of locations—rates— 
checking and inspection of show- 
ing. Then if the advertiser’s sys- 
tem of doing business is also right 
and all available trade channels 
are duly opened for the increased 
trade that must necessarily result, 
there is no doubt that he will re- 
coup 100 cents or more extra pro- 
fit for every single dollar ex- 
pended within reason upon out- 
door display. FRANcts AUBREY. 

—_—_+~+@)——_— 
THe salesman who acts natural 


doesn’t have to act at all.—Burbe’s 
Barbs, 
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A Comme WEEKLY THAT SETS 
BIG FELLOWS A 
A GOOD EXAMPLE, 
Rep Bank, N. J., Jan. 24, 1907. 
Editor of PRINTERS’ INK: 

You mentioned in a recent issue of 
Printers’ INK a paper which had fur- 
nished the American Newspaper _Direc- 
tory with a detailed story of its cir- 
culation since 1895, with the exception 
of one year. 

The Red’ Bank Register has _ fur- 
nished detailed circulation reports since 
1892, continuously, and it furnished 
detailed circulation reports six or eight 
years prior to 1892, with the exception 
of one year, when the circulation book 
for that year was mislaid and could 
not be found. 

The Register has always been willing 
to tell every advertiser and everyone 
else, just what the circulation figures 
are, and just where the copies of the 
paper go. It was one of the first pa- 
pers in the country to advocate George 
P, Rowell’s platform as to what con- 
stitutes circulation, and the right of 
an advertiser to know what he was get- 
ting tor his money. As showing that 
the Register still believes in this policy, 

am sending to the American News- 
poset Directory by this mail a de- 
tailed report of the circulation of the 
Red Bank Kegister for the year 1906. 
‘Inis is the fifteenth consecutive report 
of this kind which the Register has 
furnished to the Directory, and it is 
the twenty-second or twenty-third de- 
tailed report in all which has been fur- 
nished. 

I have been a reader and admirer of 
PRINTERS’ INK tenn its first issue, and 
believe that it has done more than any 
other publication to advance the idea 
that simple justice and simple honesty 
require that a newspaper shall tell an 
advertiser the exact truth about the 
paper’s circulation. I believe also that 
Printers’ INk has done more than any 
other publication to advance the science 
of advertising and to increase the 
amount of advertising done. 

Wishing for Printers’ INK the great 
prosperity which it deserves, I am, 

Yours very truly, 
Joun H. Coox. 
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MAKE IT REALLY PERSONAL. 
Experience will teach you that a 
busy man can spot an imitation. type- 
written letter. ion’t send them out. 
They go into the waste-basket. It will 
pay you to get a girl to run the letters 
oft on a _ typewriter, even though she 
does nothing else. If you don’t want 
to take the writer’s word for this ex- 
perience will soon prove it to you. 
In conclusion do not use fac-simile 
signatures or rubber stamps in signing 
letters. Have them written by hand. 
If you cannot do it yourself have the 
stenographer sign them for you. If a 
man’s worth dictating a letter to, he’s 
worth being addressed by the writer. 
In this connection it is worthy of note 
that a prominent millionaire capitalist 
spent three days in signing his name 
to letters written to individuals solicit- 
ing their subscription to a_ telephone 
company of which he was president.— 
Business Man’s Magazine. 
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Advertisements in * Printers’ Ink” cost twent 
cents a line or forty dollars a page (200 Tenet 
Sor each msertion, $10.40 a line per year. Five 
per cet discornt may be deducted yment 
accompintes copy and order for dnasrtion 
ond ten per cent on yearly contract puid 
wholiy in advance. Is a specified position is 
par pee i foran advertisement, and granted 

le price will be charged. 


WANTS. 


i & oC 36-p. book of mail-order 
. PURITAN BOOK CO., Buffalo. 


W 4esee to att second-hand Duplex Per- 
ecting Press. Address “EK. W. M.,” care of 
Journal, Battle Creek, Mich, Mich. 


WRITE good cop; py, erther ag publicity” 
or adversimsesen dres: b. THUR- 
LOW, care of World, 61 pate rows N. Y. City. 


Ts circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100.000 copies per day. 


ARG and small advertisers get better re- 
sults by ee i ae a ve erent 
proposition and wa lans, estim: 
ete. KLINK ADVERTISING ‘A ENCY, licott 
Square, Buffalo, N. Y. 


y ogre MAN, college graduate. two years’ 
teaching experience. now employed by 
New York firm, conres Poe. "along udverti 

ing or publishing lines, P. W. EYSIER, 53 Wost 
95th Street, New York. 


} ee: EDITOR, now ow with prominent maga- 
vin usiness experience, desires to get 
back into ‘yaeieten life. Can make good asad- 
writer and manager, or edi’ or trade paper. Say. 
E.,” care Printers’ Ink. 


N “soi SPAPER POSITIONS pe al for advertising 
types of successful experience. Str: iets 
salary ositions. Write for klet 
Fr RNA >s NEW SPAPER MENS EXCHANGE 
(estab. 1898), Springfield, Mass 





y ANTED, by young man who has kad 


ei hteen years’ experience in advertising 
(can write copy) and circulation, a position with 
paper that wants man that can do the work. 
Address “THOMSON,” care Printers’ Ink. 


V ANTED--Position as manager of advertising 

department of daily, weekly or fa gnines OY 
or as traveling adv. solicitor for high-g 
publication or job printing concerp. Papert. - 
enced, reliable; fetcines references. “F.,” 
Printers’ Ink. 


6 4 DVERTISERS’ MAGAZINE”—THE Weat- 
ERN MONTHLY should be read by every 
advertiser and mail-order dealer. Best ‘* School 
of Advertising” in existenve. Trial subscription 
ten cents. Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave. Kansas City, Mo. 


OUNG man in copy department large gene- 

ral advertising agency, New York City. 

Must be good aavertisement writer and familiar 

with t 1 aetails, i E Cr Des, engrav- 

ings, proofreading. state a; rience fully, 

references. salary expocied. COP: ORTUNITY,” 
care Printers’ 


‘Soamacen. WRITER on electrical_subjects 

a manufacturing company. Must pos 
Sess lit nin FO bility, oe Series ing education, 
and be le of preparing technically accurate 
as well as interesting articles of value to the . 
electrical fs neg and users of electrical ap- *. 
paratus. Ad *M. T.,” care Printers’ Ink, 
New York. 


—* want a janet field. Have been 
stant advertising manager in large 
wanupsairie business five years. Am capable 
of taking entire charge of an ‘advertising. de- 
pene plan campaigns, produce pang my hr Py. 
‘olow-up systems, —- pee Location in Middle 
s “‘H. W.S.,” Station R, 





nee oreferred. 
i, Ohio. 





P"aaee as adwriter or assistant advertising 
r, with manufacturing concern or 


20. A Powell g 
teal posing experience, Highest 
pany r. Powell. Aduress ‘A, E. b.,” care 


rs’ Ink. 
‘Neplics treated cunfide::tially. 


refereace 
Pront- 
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LERICAL Cashier, collector, cost clerk 
timekeeper, shipping clerk and general 
rmanent positions; call 


office man wanted; pe: 
write. HAPGOODS, 305 Broadway, N. Y 


A LEADING Advertising Agency in the East 

could use the services of a man of charac- 
ter, experience and ability, who knows a good 
piece of printing when he sees it; knows how to 
produce it and is able to get its equal from 
others. Aadress “A. G. P.,” care rrinters’ Ink, 
New York City. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for reaay positions at $2» a week and over, to 
write for free copy of my new prospectus and 
endorsements from ijeading concerns every- 
where, One graduate filis $8,000 place, another 
5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mana exceeds sop 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert. 143 Metropolitan Annex, New York. 


» 4 YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 


PRINTERS’ INK. 


PHOTO-ENGRAVING. 


HOTO-ENGKA VERS, Designers. price list and 
samples sent on request. SfANDARD EN- 
GRAVING, CO., New York. 
a 


CARD INDEX SUPPLIES. 


G ET prices on Stock Cards and Special Forms 

X froin manufacturers. Cards furnished for 

all makes of ti Special d ts to 

Printing Trade. 

STANDARD INDEX CARD COMPANY, 
707-709 Arch St., Philadelphia, Pa. 


hi 








PAPER, 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City. 
Coated paversa speciaity. Diamond B Perfect. 
Write for high-grade catalogues. 


PATENTS, 


meumsPATENTS that PROTECT 
Our 8 books for Inventors mailed on recet) 
R. 8. & A. B. LACEY, 


of 6 cts. stamps. 
Estab. 1869. 


Washington. b. ©. 








and ad managers should use the d col- 
umns of Printers’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line, six worasto the line. !’RINT- 
eR8’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other vublication in the United States. 


—_ Adwriter 


graduate of the Powell system, two 
years’ experience as independent ad- 
vertising constructor, desires posi- 
tion. 

If you need help, and can use a 
man of brain power and energy, of 
practical, common sense—grasp of 
affairs, steadiness of habit, willing- 
ness to enthusiastically give to his 
work everything that is in him—a 
man with boundless ambition and 
supreme confidence in his ability to 
acquit himself creditably in any 
task before him—I think I am your 
man. 

Iclaim no mastery of everything 
in the advertising business, but I 
have resources that will pay a satis- 
factory equivalent for salary re- 
ceived, AND ICAN PROVE IT. 

Address ‘‘ VERSATILE,” Print- 
ers’ Ink. 











Se 
CURRENT TOPICS LIBRARY 


NVALUABLE assistance! Consult The Search- 
light Information Library’s millions of up- 
to-date articles, pictures and clippings, py 
everything Calis or correspondence. 24 — E, 
Murray Street, New York. 


—_—_ ++ _____. 
MAILING MACHINES 
[HE hn MATCHLESS Mae lightest and 
juic. . ° 


quickest. Price oo F VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N.Y. 


DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ad novelties, 25¢ com. 
<\ 3 samples, 0c. J.C. KENYON, Uwego,N. Y. 


\ ’ RITE forsample and price new combination 

Kitchen Hook and sill File. Keeps your ad 
before the nousewife and business man, THE 
WHITKHEAD & HOAG CO., Newark, N, J, 
Branches in all large cities. 





W E want to know every Advertising 
Manager in the United States and we 
want every Advertising Manager to know 
: We make METAL NOVELTIES for ad- 
vertisers. You want us; we want you. Drop 
us a line on the letter head of your Company 
and we will send you a bandsome souvenir. 
8. D. CHILDS & COMPANY, 
Who Make ART NOVELTIES for Advertisers, 
200 Clark Street, 
CHICAGO. 











++ -—___ 
MAIL-ORDER BUSINESS. 


MAKE MONEY BY MAIL 


Only spare time and little cash required 
to start. We teach you the mail-order busi- 
ness by mail—thorough, practical instruc- 

leaned from experience of poor men 
who have become rich. If vou are tired of 
being a drudging nobody, jet us show you 
how to start and develov a big paying busi- 
ness of yourown. Write now. 
MAIL ORDER LYCEUM, 
308 Phelps Bidg., Scranton, Pa. 








DISTRIBUTION, 


Mr. Advertiser, 
Can’t You Use It? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
ed States and Canada like the 


will handle the business for you, or, if you 
refer make your contracts direct with our 
Niscributors, WE WILL MAIL YOU OUR _DIS- 
TRIBUTORS’ DIRECTORY FREE, y AR- 
ANTEE AN HONEST DISTRIBUTION, and will 
pay for matter not so Distributed or destroyed. 

RITE US NOW. if we can’t do some- 
thing ther. Refcrences: Publishers’ Com- 
mercial Union and Bradstreet. 

NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, Ill, 
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FOR SALE. 


< 1 330 WILL BOY first-class ss Job ete 
offi-e in booming Kan.as town 
20,006 people, Address “‘24-1.,” care Printers’ 1 lnk. 


OR SALF, at a tremendous bargain, Goss 

Clipper Perfec:ing Press. Prints either four 

pages, ‘on qolamns or eight pages, seven col- 
TIMKS, Raleigh, N 


ine account of havi installed a 

Perfecting Press. we have a Dexter Feeder. 

size 37x46; for sale cheap Reprentee’ yee 

gondition, Address Tit MICHIGAN FARMER, 
roit, 


ge * ~~ SERSEY \ Wire stutching Machine, Shoe- 
mak 's mane, equi with motor 
and in good Sondiien, Cost 

pargaio. Aadress PURCHAS!] 
TE LEAD & COLOR WORKS, Detroit, Mich. 


EWSPAPER FOR SALE—Only daily in sub- 
stantial city of 7,000. Weekiy of actual 2,500 
circulation aud leading job plant of town’ in 
connection. Concern 40 years old. Best known 
small paperin the State. Best all-year climate 
in America. Linotype, two-revolution press, 
te. Owner’s heaith reason for selling. 


$15,000. 
“BOX 722,” Phoenix, Ariz. Ariz. 


OR SALE—The following list of second-hand 
stereotype machinery at a barguin: 

Two Goss casting boxes, one new and one self 
jocker; ove metal pot, holding about three 
tons of metai; one curved shaver; one combina- 
tion saw and trimmer; one 5-column flat casting 
box: fourteen turtles, 8 iron and 6 wood; one 
25 h. p. motor. 

For full information and prices " ‘orm 

BUSINESS MANAGE: 
The pa md Press, 
Grand Rapids, 


HALF-TONES, 
erererre Re 
Tbe.; 3: 


x5, $1.€0. 
Deuverea when cash Lecstipanion the order. 
Sena for samp! 


les. 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


ALF-TONE or line prod productions. 10 sere 

inches or smaller. delivered prepaid. 7ic.; 

6 or more. . each, Caso with order. All 

hewsvuper. screens. Service day and nigbt. 

— for ci alee Folsbes. 

ewsp2 process-engraver. - x 815, 
Philadelphia, 


hehe 





Mich. 





SUPPLIES. 


D. WILSON PRINTING INK ©O., Limited, 
e of 17 Spruce St., New York, sell 1 more mag: 
azine cut inks than any other ink house iv the 


rade. 
Special prices to cash buyers. 


ASTE shipping labels, mailing wrappers 
P* trunk ings, cigar box labels 8 nd. all 

Bernard’s Cold eter Paste = 

rginia-Carolina —— ical Co. 

le free, 

Shicago. 


"pose 

positively * vi 

use it pon Aa a in 16 factories. 8 x. 
CHAS. BERNARD. 609 Rector Building. 








ADVERTISEMENT ( CONSTRUCTORS. 


-Class . ow for Booklets, 
ine Adver- 
ADY,97 War- 


WE prepare hi 
py: aD igpccla 
- AGGS& } MacCk 
Ag Sente, “oa 


yay wg LIZING, 


I firmly believe that some recent sugges- 
tions of mine, Searing. aoe the successful farm- 
ing of News| epener, Tre Journal and Periodical 
space, m OUrare in be helpful ton lot of advertisers. 

dead-in earnest” class and 

come space do its 

we *, you, I’ a eed ” these 
“SUGGESTIONS” would hel 

They will only cost you the ‘the acing that they 

be sent, written on your regular printed letter 


heading, os po cards sent in response to 
this will not be noticed, 
No.80. FRANCISI. MAULE. 402Sansom St., Phila. 
ee 
POSTAGE STAMPS. 
UROPEAN Postage Stamps, ge any 
country or quantit; , bought; disc.; 
a OFT ARKN- 


mone; IND G 
VE D, Ges. m. b. H., mee: St., 30, Berlin, 
Ganmany. 


ive’ 
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ADVERTISING AGENCIES. 


My O’GORMAN AGENCY. 1 Madison Ave. 
N. Y. Medical journal advtg. exclusively. 


I W. KASTOR & SONS ADVERTISING COM- 
e PANY. Laclede Building, St. l.ouis, Mo. 

CHESTER THEGEN,938 Drexel Bldg..Phila., 

e Adv. Agt. Adv. literature prepared, printed, 

moe IRELAND ADVERTISING AGENCY, 

Ww “3 for eae. aoa saat ising Service. 





proses ADVERTISING CO.; Honolulu—Cos- 

mopolitan population makes our six years 
experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 


A LBERT FRANK & CU., % Broad Street. N. Y. 

— L aicorsntag, Ayenta. Established 
1872. Chi Boston. Philacelphia. Advertis- 
ingof ail kinds placed in every part of the world. 





+o 


ADVERTISING MEDIA, 


HE Recor, is the Woman’s Home Companion 
of Troy and Ceniral Miami County. Ohio. 
Only daily. Low-class lost 
monthly Ln nme fake financial, po ete., ° 
advertising barred. Send for sample co} py. 








The 
es 
Lake County Times 
Hammond, Ind. 

Only seven months old—too young for 
Rollof Honor, but toostrenuous to wait. 

Covering the thriving Calumet Re- 
gion, with a sworn circulation of 7,200. 

Statements made daily. 











a 


PUBLISHING agSETees OPPORTUONI.- 
TIES, 


A Class Publication 


Has good circulation 

In splendid local field 

In the Middle West. 

Its advertisers are people 
Who spend money freely 
And do not look for 

Direct returns. 

Does gross business of over 
$30,000, and makes $8,000 
In net profits 

After paying owner 

$3,000 in salary. 

Will sell on 20 per cent basis; 
$20,000 cash required, 
Balance deferred. 


EMERSON P. HARRIS, 


Broker in Publishing Property, 
253 BROADWAY NEW YORK 
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PRINTERS. 


RINTERS. Write Rk. CARLETON, Omaha, 
Nev.. for copyright lodge cut catalogue. 


E print catalogues. bookiets. circulars. adv. 
matter—ail kinds. \\ rite for prices. THE 
BLAIR PTG. Cvu., 514 Main St.. Cincinnan. ©. 


COIN MAILER. 


$2.% For 6 coins $8. Any printing, 
e ACME GOIN CARRIER CO., Burlington, la. 
Sinan anal 


POST CARDS. 


7 E make the Cuts to print from. Print them, 
too. mples for samp. STANDARD 
ENGRAVING CO., New York 


eS San 
BUSINESS OPPORTUNITIES. 


WW 4Anzep thoroughly experienced newspaper 
man on trade paper, estabiished 10 years, 
to take entire charge of the editorial and news 
end of the paper; one who has cash to invest. 

Must be apn of experienced, with references 
in — capac’ 4 ¥ 

“J. H B.,” 259 Washington St., Jersey 

city. t for partionlars, 

22 —— 


PREMIUMS. 


T HOUSANDS of suggestive premiums suitable 
ms publishers and others from the foremost 
makers and wholesale dealers in jewelry anc 
es. yo list price illustrated 

reatest book of its kind. 

iy, 35th issue now ready ; free. 

8. F. MYERS CO., 47w. and 49 Maiden Lane, N, Y. 


—___+o+—___ 
PRESS CLIPPING BUREAU. 


OUTHWEST PRES3 pm yl aed BUREAU, 
Topeka, “~, covers only Kan., Mo.. Ark., 
Tex ,O. on and I. T. 


— CARDS. 


$3 1,000. for more; any printing 
THe COIN WRAPPER Co.. Detroit, Mich. 
 . 








Within the Past ‘5°; * 


Have Supplied , “ nagistered 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D. C., With Over 


100,000 


POUNDs OF 


MONOTYPE METAL 
WITHOUT A SINGLE COMPLAINT. 
Has a record like this ever been 
in the ee aap of —o 7 etals ? 
make of f 


We 
of Metais for’ Printere--Monotppe. Linotype, 
~~ a Electrotype, Autoplate, Com- 
positype: 


MERCHANT & EVANS CO, 


Successors to 


MERCHANT & CO., Inc. 
PHILADELPHIA. 


New York Chicago Baltimore 
Brooklyn Kansas City Denver 














Forty Years 


Advertising Agent 
By George P. Rowell 


The first authentic history and ex- 
haustive narrative of the develop- 
ment and evolution of American 
advertising as a real business force. 

The remainder of the edition 
(published last year) is now offered 
for sale. About 600 pages, 5 x 8, 
set in long primer, with many half- 
tone portraits. Cloth and gold. 
Price $2, prepaid. 


The Printers’ Ink Pub. Co. 
10 Spruce St., New York 














Increase Your Sales 
USE ~ 


Silverware 


for Premiums 


SPECIAL QUALITIES, 
PATTERNS, PRICES. 





international SifverCo. 
Factory “C,’’ 
Bridgeport, Conn. 
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4 YEARS FOR $5 


The subscription price of PrinTErRs’ Ink is $2 a year, 








but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers. 























“In Hearty Sympathy.” 


Da tas, Texas, January 12, 1907. 
PRINTERS INK JONSON, 
New York, N.Y. 

Dear Sir: In answer to your favor of the oth, will say that we 
intended to forward check in our previous letter but the matter was 
evidently overlooked. We assure you that we are in hearty sympathy 
with your method of doing business, and are pleased to heed you 
herewith check for $8.00 as requested. 

Yours truly, 
HARGREAVES PRINTING CO. 








Every one of my customers seem to be in hearty 
co-operation with my methods and never hesitate to 
send thecashin advance. They realize that if the goods 
are not right the money will be refunded, also the 
transportation charges. Send for my sample book 
containing one hundred and twenty-five specimens of 
my best selling inks. 





ADDRESS 


PRINTERS INK JONSON, 
17 Spruce Street, New York. 
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BY GEORGE ETHRIDGE, 


In the illustration marked No. 
2 the attention is.at once attract- 
ed by a very important trademark 
—that of the Knox Hat, and 
aside from that fact the picture 
is clean-cut and possesses an ele- 
ment of human interest. Of the 
original advertisement, designated 
as No. 1, these things cannot be 
said. The trademark is there 
but the character of the illustra- 
tion is such that it is more than 
apt to be overlooked and the hazy 
outline of hats, and what seem to 








every city 
there is one store 
that has the privilege 
of displaying this sign. There 
and there. only, will you find the 


HAT — 
“If your hatter does not sell Knox 
Hats, he should not be your hatter.’” 


New York Salesrooms and Agency Department in the 
Knox Building, 452°Fifth Avenue, Corner 40th Street. 


NOI. 


be automobile tires, in the back- 
ground, are certainly of no use 
either from an artistic or com- 
mercial point of view. The 
trademark of such an institution 
as the Knox concern is a very 
important thing and its advertis- 
ing value should be accentuated 
and not obscured. 


* * * 











Speaking of trademarks, here 
is a very plain but interesting ad- 
vertisement of which the “Three 
in One” trademark is the most 





COMMERCIAL ART CRITICISM 


READERS OF PRINTERS’ INK WILL RECEIVE, 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 


41 UNION SQUARE, N.Y. 


FREE OF CHARGES 


important feature. When this 
particular trademark was first 
brought prominently before the 
public a great many people said 
they did not like it; and some 
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went so far as to say that it was 
silly. Advertising has given it a 
great value. It is very plain, and 
from a certain point of view very 
ordinary, but it arrives at its 
destination just the same. Thus 


















persistent advertising makes a 
good trademark out of a poor 
idea, and the use of that trade- 
mark in a bold and_ vigorous 
manner makes a good advertise. 










eee bet ee ee a, a 





ment out of what would other- 
wise be quite the contrary. 
* * * 


In this French’s Mixture one- 
quarter page magazine ad the 
gentleman is dismembered and 
mutilated to an extent which has 
not hitherto been attempted, It 
may be said in all fairness that 
this is carrying the thing just a 
trifle too far. The full head, or 
at least the entire face of the 
gentleman would have not been 
so bad, but when both the fore- 
head and one cheek are gone, a 
deep mortise is made in the neck 
and both hands are cut off, he be- 
gins to be a rather pitiful object. 
Now, it is a most excellent thing 
to save space by _ introducing 


figures or parts of figures in such 


FRENCH 








MIXTURE 
| SPORTSMEN’S CHOICE 


is the best choice where tobacco's con- 
cerned. And because they know good 
smoking tobacco thousands of them ex- 


clusively use 

“ FRENCH'S MIXTURE 
THE ARISTOCRAT OF SMOKING TOBACCO” 
Its rich fragrance, even smoking qualities 
and absence of “bite,” makes it a popular 
companion for the solitary camp fire. And 
once used in camp always used at home. 
lended a hand from se- 
and_ mellow 
Red and 


7 lected ripe 
North Carolina 
we Golden Leaf. 


SOLD ONLY DIRECT FROM 
FACTORY TO SMOKER 


arantee it is pure, fresh 


an 
Send 10 cents in stamps or silver for a generous 
trial pouch and free booklet. 


FRENCH TOBACCO CO. 
Dept. 36 
STATESVILLE, N.C. 











a way that plenty of space may be 
reserved for type, but an adver- 
tisement like this French effort 
can neither be called artistic nor 
attractive, and will give a good 
many people a creepy feeling. 
* * * 
Mountain 
advertise- 
very near 
is 


a White 
paper 

comes 

The illustration 


Here is 
Freezer trade 
ment which 
being bad. 


strong in many ways; it has its 
attractive features, but it doesn’t 
mean anything and the idea as 
embodied in the headline is weak 
indeed. 


If there were any action 
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in the drawing or any connection 
with the freezer proposition it 
would be different, but as it is, 
the gentleman all in black is 
showing another gentleman all in 
white how to reach a place where 
there is nothing doing and which 
must be unpopular because every- 
body is going away from it. This 















We Point the Way 


Our advertising in the 
@reat magazines brings customeis to your 
store convinced that 
The 
White Mountain 
Freezer 
is the one they want. 


‘Tue Waive ‘MounTam PaetzeR CO 
HASHUA, H. H.. U.S. A. 
acToneas 








is one of those dull, uninviting, 
unconvincing affairs which should 
have been good, but are not. It 
makes one feel that this drawing 
happened to come into the office 
just at the time when a drawing 
was needed and was snapped up 
and made to do service without 
regard to its appropriateness. 





FRANCO-AMERICAN SOUP TROL- 
LEY PARTIES. 


Certain young matrons have hit upon 
a delightful metbod of spending a day, 
a method which combines many of the 
luxuries and conveniences of an ex- 
pensive trip, without, however, the ex- 
penditure of a cent. A certain manu- 
facturer of a food in New Jersey is , 
so proud of the immaculate condition 
of his factory that whenever fourteen 
or more women get together and sig- 
nify their desire to inspect the factory 
the manufacturer sends an upholstered 
private trolley car to any desired place: 
the party is conducted to the factory, 
wined and dined, and then sent home 
rejoicing. The trip is getting to be 
very popular York 
Evening ‘Post. 


uptown.—New 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








If the ad reproduced below, 
from the Washington (D. C.) 
Star, is not one of a series of 
similar ads, it should be, for it 
represents a good kind of adver- 
tising that ought to get more at- 
tention on the part of savings 
banks. In such a series, there 
should be plans to meet the con- 
ditions of almost every parent 
who is more concerned about the 
future of a child than about his 
own. Not every man can afford 
to give up all his small change, 
and good plans should be pre- 
sented for those who can save 
perhaps only a few pennies each 
day. Iknow a man who started in 
by handing his wife all his small 
change of a certain date to save 
for the baby. That was all right, 
and it counted up some, but it 
was more or less of a nuisance. 
After a time, he ‘figured out the 
weekly average and handed over 
that amount regularly each Sat- 
urday night or Sunday morning. 
Then he formed the habit of 
handing the youngster a dime at 
the breakfast table every morn- 
ing, except Sunday, when the 
regular allowance was given, and 
finally he found himself giving <p 
a quarter over the breakfast focd 
six mornings each week. It be- 
came a part of his religion, he 
didn't miss it especially, and 
there’s a snug little sum in the 
bank with which to help fit his 
young hopeful for the battle o7 
life. It ought to be easy to con- 
ceive almost numberless scheme: 
for such savings, and it might bc 
a mighty good idea to put thera 
all in a nice booklet, prefaced 
with a strong appeal to parents. 
Of course the booklet should fol- 
low promptly each visit of the 





stork and should be well adver- 
tised in the newspapers. Some 
parents who will not lay up a 
cent for themselves will go 
hungry if need be to save some- 
thing for their childrén, 





A MAN AND HIS WIFE 
are accumulating money to pay for 
their son’s education. ach day when 
the husband returns from business he 
deposits in their little pocket bank all 
the coins he has in his pocket of the 
denomination of soc. or under. Here 
is what he saved in one week: 
April 2, soc. 25c. (2), s¢. (2)...$1.07 
April 3, 10c. (2), §¢. 35 
April 4, 25¢., 5¢., 
April 5, 50c., 10¢., 
April 6, 1oc., 
April 7, s50c. 


(3) ; 


Total for six days 
Try this plan for saving. 
a Pocket Book Savings Bank. Beauti- 
fully covered with leather; made like a 
book. Just fits the vest pocket or 
lady’s purse. 
We pay 3 per cent interest. 
UNION SAVINGS BANK, 
7io 14th St. N. W., 
Washington, D. C. 





4 Good One for_Real Estate. From 
the Arizona Republicqn, Phoenix, 
Ariz. 





Own a Home 
In Mesa. 


Just because you don’t 
happen to have a big bank 
account is no reason why 
you should not own a home 
in Mesa. We can give you 
a home already furnished for 
the money you throw away. 
We have one for sale now 
that wilh.suit you if you are 
looking for a bargain. Re- 
member $25 down and $10 
per month makes you inde- 
pendent of the landlord. We 
make a specialty of desert 
lands and ranch _ property. 
Remember Mesa is the gate- 
way to the Tonto. Does it 
mean anything to you to get 
close to the headwaters? 
Think that over, then write 
us for information. It is a 
part of our business to 
answer. questions. 


THE ARIZONA LAND CO. 
Mesa, Arizona. 














A Good Thing to 
Times a Year. 
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(Conn.) News. 





Over 25,000 


Negatives, 


We have filed carefully, so 
that any one of them can 
be found in a minute’s time, 
over 25,000 negatives. If we 
or our predecessors in this 
gallery ever took a picture 
of you or any of your fam- 
ily or friends the negative is 
here and we can print and 
deliver more photographs at 
anytime, either in original 
size or enlarged. 


LAMPRON, 
Bank 


Advertise Several 
From the Danbury 





A Novel Way to Sell Corsets. 


the Baltimore (Md.) News. 





ra 
Corsets— 
2 Cents an Inch. 


popular inch _ sales, 
manufacturers’ desire 


tunity. All shapes 


that up to gy fabrics 
$3.50 or more. Fr 
they last, 


THE LEADER, 
Baltimore, Md. 


ust received another large 
shipment of Corsets for our 
The 


to 


clean out their discontinued 
models is now your oppor- 
and 
styles in the lot, and values 
never less than $1, and from 


at 


iday, while 
1 at 2c. an inch.— 
Size 18 for 36c., and so on. 


Danbury _ National 
Building, 
Danbury, Conn. , the 
One That Will Draw a Crowd. From 
the Richmond (Va.) Times-Dispatch. 





Excellent Point To Make. From 
Springfield (Mass.) Union, 











What Is 

“An Optician?” 
What Is 

“An Oculist?” 


The Optician is a fitter 
and maker of glasses. The 
“Oculist” is the specialist in 
all diseases of the eye. Very 
often the eye needs the ser- 
vices of both. Dr. H. A. 
Beal, in charge of this office, 
is both a graduate physician 
and an optician as well. 
THE BENTLEY OPTI- 

CAL CO., Inc., 

433 Main Street, 

Springfield, Mass. 
Another Good Side Line for Those 


Who Sell Electricity. From the Vic- 
toria (B. C.) Times. 





See Buster 
Brown and Tige, 
January 8th. 


The real, _ live 
Brown and his _ breathing, 
barking dog, Tige, will be 
at our store Tuesday, Jan- 
uary 8th. 

Admission Free! 

A great treat to every boy 
and girl in and around Rich- 
mond. The admission to the 
reception is free to all, 

Watch paper for the hour. 
Come! 


ALBERT STEIN, 
Shoe Store, 
428 E. Broad Street, 
Richmond, Va. 





Buster 




















Electric 
Bedwarmers. 


Electric Bedwarmers are 
the most perfect of all bed- 
warmers; no messing about 
with hot water and carrying 
upstairs; no accidents, ou 
just switch on the current 
and get the most perfect, 
most healthy and most en- 
joyable heat. It is quite 
true they cost a trifle more, 
but then they are perfection 
and naturally a perfect heat- 
er costs a little more than 
the old-fashioned 
sort. The electric 
are sold only by 


THE BIN OR ELECTRIC 


A “Very Special” Price Gains Selling 


Strength By Comparison With _ the 
Usual or Regular Price, but This ts 
a Good Ad, Nevertheless. From the 
Victoria (B. C.) Daily Times. 


Eight Dollars 
And a Half 


Will Buy a_ Solid Oak 

Morris Cuair with reversible 

velour cushions, in all shades. 

This is a very special price 

for three days only. 

THE CAPITAL FURNI- 
TURE... CO.,; 


51 & 53 Douglas St., Cor. 
Fort, Balmoral Block. 


Victoria, B. C. 





ne 
eaters 


29 Government Street, 
Victoria, B. C. 
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Wricut & TAyLor, 
LovIsvILLe, Ky. 
Editor Ready Made Department: 

Inclosed find an ad which I saw 
the other day. 

In my opinion the Garment Clean- 
ing Co.’s ad blacksmith has missed his 
calling; being fitted for a clergyman I 
cannot see why good space should be 
butchered like this. Do you? 

Also criticise my ad for Old Charter 
Whiskey. I am always looking for 
good advice. 

Yours very truly, 
Cuas. F, Crark. 





It is fortunate that the com- 
pany name discloses the nature 
of the business advertised, for 
there is nothing else in the ad to 
give that information. It is an 
absolute waste of space to fill it 
by moralizing, particularly when 
the subjects so treated have no 
relation to the business in hand. 
And it is likewise a waste of 
space here to criticise such ad- 
vertising, for I don’t believe that 
any reader of this department 
would waste his substance by 
printing a lot of truisms instead 
of facts about his goods or ser- 
vice. Here’s the ad: 

They tell us that beauty is only skin 
deep. That accounts for many skins. 

Life is not what we make it, but 
how we take it. 


The eyes the 
of the soul. 





say are the windows 
ow dark some of them 


are. 
What is the use of living, you only 
get dirt in the end? 
_ for the body, religion for the 
soul. 
AMERICAN GARMENT CLEANING 
COMPANY, 


Doctors Your Clothes, 
623 Fourth Avenue. 





As to your own ad, which is 
reprinted below, minus the cut of 
the “colonel” and his next drink, 
it’s all very well for what is 
known as “general publicity,” 
which aims principally to impress 
the name of the brand. But if I 
were advertising whiskey I would 
tell why people were pleased with 
it instead of saying that nobody 
has ever complained of it. I have 
a book of quotations too, but I 
never write an ad to fit one of 
them. The better way is to write 
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the ad and then find a quotation 
to fit it—if you can: 





A Pointer From The Colonel. 
“Every one knows how to find fault,” 
reads the proverb. 

No one has ever complained of the 
rich quality, rare mellowness and _in- 

comparable flavor of 

OLD CHARTER WHISKEY, 
And, It’s Bottled In Bond. 
WRIGHT AND TAYLOR, Distillers, 
Louisville, Ky. 





From the Washington (D. C.) Even- 
ing Star. 





Elegant Line of 
Chafing Dishes. 


The season when those 
cozy chafing dish _ parties 
pre so delightful is at its 
eight now, and the need of 
a Chafing Dish for the 
—< preparation of Welsh 

arebits, Oysters and Club 
Suppers is manifest. An 
elegant and exclusive line 
of Chafing Dishes here, 
moderately priced. 

to $10.50. 

“Universal” Coffee Per- 

colators. 

The limit of coffee deli- 
ciousness is reached when 
coffee is made in the “Uni- 
versal” Coffee Percolator. 
No failures—no waste. Per- 
colators range in price from 
$3 up. 

BARBER & ROSS, 

11th and G Sts. 
Washington, D. C. 











A Strong Appeal to Parents. From 
the Montgomery (Ala.) Journal. 





Buster Brown 
Mexican Burros. 


Just arrived with a car- 
load of little Mexican 
Burros. They are broke for 
children to ride, are kind 
and gentle. There is no 
animal living to-day that is 
as perfect for children as the 
little burro. Parents can al- 
ways feel at ease that their 
children will come to no 
harm so far as the little 
burro is concerned. They 
can be found at 


The Exchange Stable, 
224 Lee Street, 
Price $20 and $25, 
S. A. MURPHY, 
Montgomery, Ala. 
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The Early Hat Catches the Millinery 
Buyer and Straws Show How the 
— Go. From the Peoria (Iil.) 

tar. 





Spring Millinery. 

The new Spring hats—as 
this first glimpse reveals 
them—are not only different 
from those of other years— 
different from one another, 
also. 

Styles are already so 
varied and so many that 
practically every preference 
and — type of face can 
be entirely suited. 


Flat Mushroom Shapes 
chiefly prevail, made of 
Tuscan or peroxaline straw. 
Nodding June or moss roses 
lift their Ps heads, and 
bunches of black velvet rib- 
bon are seen. Leather color 
and champagne tints are pro- 
ad favorites. $7.50 to 
15. 
SCHIPPER & BLOCK, 
Peoria, Ill. 











This Is Funny, but It Isn’t Advertis- 
ing. It Might Do In a Small Coun- 
try Town Where Everybody Knows 
jpeg sl But In a City the Size of 
New Orleans, It’s a Pretty Good 
Scheme to, At Least, Say What It 
Is That You Sell so Cheaply. From 
the New Orleans Daily States. 





Miracles. 


Do you believe in mir- 
acles? asked a well known 
attorney of a witness on the 
stand. One of my clients 
fell from a window ana 
slightly injured himself. By 
what name would you term 
this disaster? An accident 
answered the witness. Well, 
he fell from the same win- 
dow the next day about the 
same hour, said the attorney 
to the witness. What have 
you to say about that, and 
what would you term it? A 
coincidence, answered _ the 
witness, Again he fell from 
the same window on_ the 
third day at the same hour, 
said the attorney. Please 
give me your definition of 
that. I would call it a —— 
bad habit. Now, we have 
the bad habit of selling 
cheap, and I am sure that 
my competitors believe that 
I am performing miracles all 
the time. It is no miracle 
at all. I buy in immense 
uantities at the very lowest 
gures and scll sometimes 
cheaner than some of the re- 
tail houses can buy. 
THE PHOENIX W. G. 
* TEBAULT, 
W. G. Tebault, Jr. Megr., 
214-22 Camp St., 
New Orleans, La. 














That “Breezy Western Style’ In Ad. 
vertising. From the Butte (Mont.) 
Evening News. 





DR. CHAPEAUX, L. D. 
(Lid Doctor.) 
This eminent specialist is 
permanently located at 


The Hat Box, 


where he hands out a 
bunch of dope for weather- 
beaten, aged and infirm hats 
that is guaranteed to restore 
their youthful vigor and 
beauty. 
Is your crown busted? 
Does your brim flop? 
Is your band sweaty? 
Then see him. Hours: 
to 6. Consultation free. 
THE HAT BOX, 
Makers of Fine Hats, 
10 North Wyoming, 
Butte, Mont. 


All Very Good Except. That_ Unsatis- 
fying Talk About Prices. If Prices 
Are Low, Print Them and Prove It. 
From the Richmond (Va.) Evening 
Journal. 














Days of Storm 


or nights of rain are hard 
on most shoes, but not on 
these. These Shoes were 
built of leather specially 
prepared to withstand wet, 
and to keep their wearers 
free from cold—by keeping 
their feet dry and warm. To 
come in to look—and try 
one—is to be convinced. The 
low price means a deal of 
insurance against colds and 
discomfort—for mighty little 
money. 


THE HUXTER SHOE CO. 
Richmond, Va. 


Right. From the Washington 
.) Evening Star. 








Don’t tempt the poor bur- 
glar by keeping your jewelry 
in the house. 

The avenues of informa- 
tion to the burglar are mys- 
terious, perhaps, but numer- 
ous, and a theft is seldom 
attempted without definite 
knowledge of the presence of 
valuable articles in the 
house. 

Remove temptation from 
the thief and care and re- 
sponsibility from yourself 
by renting one of our safe 
deposit boxes at $5 or more. 

A beautifully illustrated 
booklet will be sent on re- 
quest. 


AMERICAN SECURITY 
AND TRUST CO., 
Northwest Corner of 

Fifteenth and Pennsylvania 

venue, 


Washington, D. C. 
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ALLEGED HUMOR. 


Tue Kaiser has taixed into a phono- 
graph. Every German may now hear 
his master’s voice.—Chicago Post. 


TAKING HIS PLEASURE SADLY. 
—From an advt.: “If you shoot your- 
self and have not used ’s Am- 
munition you have missed one of the 
pleasures of life.”—London Paper. 


HIS ADVANCE NOTICES.—“De 
Ritter tells me he has been spoken of 
as the coming novelist.” 

“Yes, he has spoken of it a good 
deal.”—- —Fhiladelphia Ledger. 








“Here's a report of the death of 
that old bounder, Bilkins. Where 
shall I put it?” “Oh put it under the 
heading ‘Public Improvements.’ ’’— 
Ally Sloper. 

ORDERS HIS BREAKFAST.— 


Wanted—A place to board where they 
have waffles for breakfast and cream 
for the coffee, if it costs $1,000. J. C. 
M., care Observer. —Charlotte Observer. 





TRAVELING SALESMAN—I say, pard, 
can’t one get a drink in this town? 

Oldest Inhabitant—Gosh! no. Since 
these magazines have exposed patent 
medicines one can’t even get soothin’ 
syrup.—New York Telegram. 


AN ENGLISH MEDICINE AD- 
VERTISEMENT.—Wanted: A gentle- 
man to undertake the sale of a patent 
medicine. The advertiser guarantees 
it will be profitable to the undertaker. 
—Exchange. 


ALL WECOME.—This placard was 
lately to be seen displayed outside a 
church building in Manchester: 

Next Sunday, Evening Service, 6:30 
p. m. Balaam’s Ass Speaking. All 
invited.—Daily News of London. 


MECHANICAL.—“That’s  m best 
work,” said the poet, after reading tlie 
verses to Crittick. “I’m thinking of 
having it copyrighted.” 

“Copyright?” said Crittick. “If I 
were you I’d have it patented.”—San 
Francisco Call. 


TeacHer—“What is the meaning of 
‘aperture’ ?” 

Class (in chorus)—“‘An opening.” 

Teacher—“Tommy Smith, Bive a sen- 
tence containing the word ‘aperture.’ 


Tommy—“All the big stores have 
had their fall apertures.”—Baltimore 
American. 





WILL OBLIGE.—A Trenton man 
avers that there is posted on the walls 
of a building in that city the following 
notice: “Tenants should be careful not 
to throw lighted cigars or cigarettes 
or matches about. Otherwise they may 
set fire to the building, and oblige, 
Joseph Robinson, Proprietor.”—Phila- 
delphia Ledger. 


DEODORIZER.—“Jason, the  store- 
keeper down at Apple Bend, is selling 


a lot of patent medicine since he 
offered his special inducement,” said 
Farmer Jimson after meeting was over. 
“Do tell!” exclaimed Deacon Elder- 
berry. “Is he cutting the price of the 
medicine?” “No, by heck; he is offer- 
ing a package of cloves with each 


bottle.’ —New York Times. 
MUSICAL INSTRUMENTS.— 


“Wanted—Baby or very small grand 
piano, . condition equal to new.” 
—Bazaar. 

It is of course the advertiser’s own 
business, but for ourselves we think 
the piano would be preferable. We do 
not care for the idea of a second-hand 
infant, got up to look like a new one.— 
Punch. 


THE LOST LABEL.—On the bleak 
heights the miners were preparing 
their Thanksgiving dinner. 

“Bill,” said a red-whiskered man, “is 
this here potted turkey or deviled lob- 
ster?” 

Bill blushed and hung his head. 


“T can’t tell you,” he faltered. “The 
label’s got torn off the can.”—New 
York Press. 


INDEXING?—We are all aware of 
that gem of indexing: 

Mill on Logic. 
“on the Floss. 

The catalogue of a public library in 
the provinces coyiains an example 
equally as good in the following: 

Lead Poisoning. 
“Kindly Light. 
—Printers’ Register. 

JUST LIKE JOB.—‘“‘I_ notice,” said 
the visitor, ” ‘that your sign reads: ‘Job, 
Printing.’ What’s the comma in there 
for?” “My dear sir,” replied the 
country editor, “that’s a delicate way 
of conveying the information that 


we’re running this business as Job 
might have rum-it. We have wonderful 
patience and _ forbearance.—Catholic 


Standard and Times. 


A TOREADOR.—After — explaining 
to a class the meaning of the word 
“toreador,” a little bright-eyed boy 
said his father must be one of them. 
Why? he was asked. He replied that 
his father, who is a proofreader on one 
of our large morning journals, had 
said that he had “killed a terrible bull” 
the previous night. — Typographical 
Journal. 


STILL ALIVE.—The master printer 
was plainly annoyed by the fool 
questions hurled “at him by the sweet 
young thing who was gathering data 
for a book that was to hasfen the in- 
dustrial millenninm. “I want to quote 
you as authority on the printing trade,” 
she purred, ‘and some questions that I 
may ask may seem personal.” 

“Go ahead,” returned the’ printer, 
resignedly. 

“Have you been a printer all your 
life.” he asked. 

Slowly and impressively fhe Follower 
of Franklin replie 

“Not yet.’ ’—Printers’ Album, 
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